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New center sells hardware, lumber, building materials, 
v yy, housewares, specialties and modernization — with complete 
CENTRAL OF ST. LOUIS service and emphasis on quality. See ‘‘Hardware/Store Business”’ 
section this issue. Also, Editors’ Viewpoint on page 7. 
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( EXCLUSIVE. . ane like expentive wood pone 
See mennee?” ing, it’s as tough as vinyl plastic and 

has a core of fireproof gypsum! That’s VINYL-GUARD, 

the remarkable new Decorator Panel from Gold Bond. 

An invisible shield of clear plastic gives VINYL- 

GUARD a velvety satin finish that resists all common 


household stains. Washes with soap and water, and 
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protected with clear 


VINYL 
PLASTIC 


has over 100 times the abrasion resistance of ordinary 
gypsum grainboard products! VINYL-GUARD is just 
right for family rooms, hallways or any other high 
traffic areas. Ask your Gold Bond Representative® for 
our “rough treatment” demonstration. Or write Dept. 
BM-41 for free samples and literature. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, N.Y. 
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Who’s the fireplace “expert” in your town? 


When you handle the complete line of Bennett 
fireplace construction equipment and Flexscreen 
decorative accessories, YOU are the “fireplace 
expert” in your town: 


1. You have the top line of construction equip- 
ment to build any kind of fireplace. 

2. You have the biggest, most-wanted fireplace 
screen and accessory line in America. 

3. You have the advice and sales assistance of 
trained Bennett fireplace specialists. 


4. You have the opportunity to combine orders and 
earn bigger discounts on all your fireplace needs. 





BENNETT 


© FIREPLACE 
SPECIALISTS 
FIREPLACE CURTAINS as ltd 

















5. You have all the advantages that nearby Ben- 
nett jobber service can mean in fast delivery, 
balanced inventories and on-the-spot sales help. 


Yes, it’s a fact that more and more builders and 
homeowners are depending upon YOU — their 
building materials dealer — to provide the best 
equipment and also the know-how needed to build 
and decorate a modern fireplace. 


Mail the Coupon get the full story on the ex- 
tra fireplace profits you can earn with the Bennett 
and Flexscreen lines. We think you'll agree it’s 
a profit opportunity that can’t be equaled... 


BENNETT-IRELAND INC., 461 Pine St., NORWICH, N.Y. 


Please give me details of your fireplace sales program 


for Building Material Dealers. 


April 24, 1961, BUILDING MATERIALS MERCHANDISER (Ameri:an Lumberman) Circle No. 2 on Handy Cover Card 


<Circle No. 1 on Handy Cover Card 





IT COMES TO DEMONSTRATING ROOFING QUALITY... 


WHY DO THIS... 


a " - 


The Fry Bond sells 





(and brings lasting consumer-satisfaction, too!) 


because it’s proof of quality! 





Fry offers long-term bonds (a full 20 years on 
the 290 lb. 3-tab strip shingle) guaranteeing per- 
formance on every weight and type of asphalt 
shingle in its line! 

To your customers, the Fry Bond is demon- 
strable proof of Fry quality. They’re impressed, 


For Bigger Profits and 

greater customer satisfaction 
SEE YOUR NEARBY 

FRY DISTRIBUTOR FOR ALL 
YOUR ROOFING NEEDS. 
Lioyd A. Fry Roofing Company, 
5818 Archer Road 

Summit (Argo P.O.), Illinois. 
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‘ROOFING PRODUCTS. 


too, when they learn how Fry bonded quality 
actually ends up costing them less per year! 

To you, the Fry Bond means easier sales; 
greater customer satisfaction. Greater profits, 
too. All good reasons why you find more and 
more roofers buying Fry. 
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Douglas Fir and Hemlock as well as White Fir, Larch, 

Sugar Pine, Ponderosa Pine and Redwood: G-P has them all in dimension, 
uppers, industrial items...unseasoned and/or kiln-dried...and 
timbers in all sizes. One handy source for everything simplifies your 

operation, lets you give fast, complete service. G-P fills orders 
swiftly... offers important extras such as mixed-car shipments of dry, 
unseasoned, dimension and finish. To get on the receiving end, simply 
call G-P in Portland, Oregon: CApital 2-5561. Or write 
Georgia-Pacific, Dept. BMM 461L, Equitable Blidg., Portland 4, Ore. 





GEORGIA-PACIFIC 


plywood + lumber + redwood « hardboard « pulp « paper « chemicals 
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THE EDITORS’ VIEWPOINT 


The Good Guys Win 


MALL-TOWN DEALERS often look upon big retailers in the 
big cities as being the “bad guys” of distribution. They say that 
the big fellow’s advertising is often misleading and that he grows fat 
by “putting one over” on unsuspecting customers. This suspicion 
especially applies to metropolitan supermarket dealers, as distinct 


from builder yards. 


Like most generalizations, this view of the high-volume retailer 
of building materials and hardware contains some half-truths. There 
are bad eggs everywhere; maybe the bruising big city competition 
results in a greater percentage of bad ones. 


But even in the most competitive big city markets there are plenty 
of “good guys.” It may sound old-fashioned, but honesty still pays. 
And despite the growth of cash-and-carry and discount selling, 
services can also be successfully merchandised. 


The story of Central Hardware in this issue proves these points. 
Central’s volume runs more than $10 million annually, including 
lumber and building materials. Sales from the firm’s new supermar- 
ket, pictured in this issue, will add another $3 million. All of this 
is based on quality. And there’s not another retailer in the land who 
more rigorously adheres to honesty and service. The true story be- 
low reveals the Central creed. 


Julius Cohen, chairman of the board at Central, was discussing 
paint merchandising with another big retailer. Julius’ luncheon com- 
panion was extolling the merits of private-brand labeling. 

” he told Cohen. 


7. 


“IT use two labels, but it is all the same paint, 
get a dollar more a gallon for the can which I label ‘premium’. 


To this, the dean of Central said: “If I caught any of our people 
setting two prices on the same paint they would be fired immediate- 
ly.” 

Central’s long and spectacular success should be an inspiration 
and a lesson to dealers of every size and in every type of market. 
“Good guys” can and do win—in big cities as well as in small towns. 


Central proves that a company can still be a service institution 
and earn a profit. But Central also shows us this requisite to success: 
the higher the ethics, the greater the service, the more a business 
needs good management and creative salesmanship. 


James Gee, prominent Chicago building materials dealer, put the 
case this way when asked for the reasons behind his success in super- 
market retailing: “Early to bed, early to rise, work like hell—and 
advertise!” 

Gee in Chicago and the Cohens in St. Louis must read the same 
textbook. 


—The Editors 





SAYS HERBERT O. ROOT, President, 
Dade Truss and Manufacturing Co., Inc. 
Leading Florida Truss Manufacturer 


“S OUT HERN PINE meets 


the exacting requirements for 


TRUSSED RAFTERS — 


That's why | use it exclusively.” 


The Federal Housing & Home Finance Agency 
says that the requirement for an all-purpose, 


full-length stress-rated grade for use in 
trusses and light framing “‘is most 


nearly approached today 
in Southern Pine.”’ 


What does this mean to the Retail Lumber Dealer? 
This specialized component requires exacting grading 
standards... and they’re more than fulfilled with strong, 
dry, grade-marked Southern Pine. 

Trussed rafters offer proven economy in home building 
today . . . without the sacrifice of quality! As the utili- 
zation of trussed rafters and other components increases, 
the demand for dependable materials will also increase. 


DRY SOUTHERN PINE OFFERS THESE ADVANTAGES: 


@ A high quality, all-purpose product in ever-increasing 


The lumber dealer who stocks grade-marked Southern 
Pine will strengthen his competitive position. 


Progressive dealers who are moving into the com- 
ponent market can be assured of highest quality when 
they use Southern Pine. They are assured, too, of a 
dependable supply line. The U.S. Forest Service says 
...the future concentration of the lumber industry 
will be in the South. 


Write today for these FREE bulletins! 
@ Stress Grade Guide @ Trussed Rafter Data 


supply. @ How to Specify Quality Southern Pine 


@ A uniform product, carefully manufactured and 
preperly seasoned under rigid grading standards. 


@ SPA Buyer's Guide 


SOUTHERN PINE ASSOCIATION 
P. 0. Box 1170—New Orleans 4, La. 


Whether you fabricate, or supply manufacturers or builders who do, you 
are assured of dependable quality when you insist upon trade-marked 


SOUTHERN PINE 


‘a 2 
CNRRO PN, crow THE MILLS OF THE SOUTHERN PINE ASSOCIATION. 
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TRY A SECOND OR THIRD RETAIL SALES OUTLET if you want to increase your 
net profit with minimum overhead. Home improvement specialists 
frequently operate as a lease department in department stores, 
even in cash-and-carry yards. 


Two variations of the lease angle have been adopted by dealers in 
the midwest—one in a metropolitan area, another in a small city. 





One successful dealer, who has a thriving shopping center outlet 
in addition to his retail store, recently installed two kitchens 
in the city's leading department store. The store, which 
already handles a line of appliances, will get~the profit on 
appliances while the dealer receives the profit on cabinet 

sales and installation. 


Actual selling will be done by the dealer's kitchen specialists, 
who will be on call when the store personnel spot a hot lead. 


The second building materials dealer, who does $1 million 
annually in home improvement sales, has a home improvement desk 
in a major department store. The desk is staffed by a girl 

who takes leads over a toll-free phone. The store promotes the 
home improvement department under its own name with display 
advertising, but the dealer furnishes the materials, crew and 
guarantees the job. 


This department is reported to have done $100,000 in home im- 
provement sales last year. The store receives 10% of the gross 
sales; the dealer pays nothing for his store space. Good deal! 























LUMBERMENS INVESTMENT CORP. OF TEXAS, owned by members of the Texas dealer 
association, plans to originate $16 million in residential 
mortgages this year. That would be a four-fold gain over 1960. 





Julian Zimmerman, LIC president, says the increase is possible 
because the corporation is now loan correspondent for two major 
life insurance companies. 








"An FHA-insured loan made in a community of 7,500 population is 
just as marketable by LIC as one originated in Houston," Zim- 
merman said. (Some other dealer-owned investment corporations 
find it very difficult to secure secondary markets for mortgages 
from rural areas. ) 








The breakthrough in mortgage loan markets for LIC comes as the 
Lumbermen's Assn. of Texas celebrates its 75th anniversary -- 
seemingly as strong as ever. 


Two dark spots for some Texas dealers: there are still too many 
yards per capita in many small towns and big-city dealers and 
builders are expanding into outlying areas. 





For example, some Houston dealers with home building divisions 
Turn page for continuation 
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deliver and erect complete homes within 100 miles, on most any 
paid-up lot. (Watch this magazine for more details about these 


dealer-builders. ) 








INDEPENDENT LUMBERYARDS ARE FIGHTING LINEYARDS with new intensity in 
Minnesota, Iowa and the Dakotas, through the Midwest Lumber 
Dealers Assn., which is affiliated with the National Retail 


Lumber Dealers Assn. 


This group competes with the Northwestern Lumbermens Assn., 
which is not an NRLDA affiliate. 


Efforts to combine the two associations are still being made, 
but with no apparent success. 


Dealer C. N. Lundsten, president of the Midwest association, 
points out that not a single lineyard in the area supports 

the NRLDA by being a member of the Midwest group. The largest 
lineyards in the industry are concentrated in this area— 
Anderson, Botsford, Central, Fullerton, Lampert Yards, Peavey, 
Robertson, Spahn & Rose, Weyerhaeuser, etc. Most of these firms 
are members of the Northwestern association. 


The Midwest association recently adopted a strong policy in 
favor of the independent dealer. As a result, more than 46 new 
yards have joined the group during the first two months of this 
year. "Our clean-cut policy pledging Midwest's allegiance to 
the independent dealer has expanded membership faster than at 
any time since the famous mark-up battle with OPA in the 
1940's," said Edwin W. Elmer, executive secretary. 

















THERE MAY BE A CHANGE IN GLASS DISTRIBUTION, which goes only through 
glass specialty distributors. Major firms are thinking about 
direct sales to building materials wholesalers, large dealers. 
Aim is to get more glass building products which can be in- 
ventoried by building materials distributors. 





PROFITS WERE DOWN FOR HARDWARE DEALERS LAST YEAR on the basis of the 
first 225 returns in National Retail Hardware Association's 


cost-of-doing business survey. 

Early returns showed earnings dropped from 4.11% in 1959 to 
3.45% in 1960. Overall sales were down 1.87%, but urban sales 
were up 1.10%. Final results later. 








SOUTHERN BUILDERS ARE STILL COOL TO HHFA CHIEF ROBERT WEAVER. Reports are 
going around that several big home builders from Virginia and 
Texas are so miffed about possible "open occupancy" laws that 
they are switching to commercial construction. 


However, Weaver is personable, intelligent, sincere. The cli- 
mate will improve for him through his own winning-type person- 
ality as well as through practical politics by Congressmen. 
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New York Testing Laboratories, Ine. 
Confirms The Dramatic Superiorities 
of New Competitively Priced 


RUBEROID POLYMERITE’ Floor Tile 


Grease Resistant Flame Retardant Improved Durability 


Proved Grease Resistance in unbiased, authoritative tests by this World-famous 
Research Laboratory. Ruberoid Polymerite is the ONLY Low-Price Floor Tile offering 
this proof. New York Testing Laboratories, Inc. evaluated new Ruberoid Polymerite Floor 
Tile vs. eight competitive brands of Asphalt Tile (purchased on the open market). Test stand- 
ards were Federal Specifications SS-T-307, Grease Resistant Asphalt Tile. 

Polymerite conformed fully to specifications for Oil and Alkali Resistance. All eight competitive 
brands failed in this test, 





Proved Flame Retardance—the ONLY Low-Priced Floor Tile tested to pass 
evaluations at New York Testing Laboratories. Ruberoid Polymerite Tile met strict U.S. 
Navy requirements for Flame Retardance under Military Specifications MIL-T-18830 
(Ships). Eight competitive brands of Asphalt Tile tested failed. 


Polymerite Tile is one of the safest floorings for home and industry. 





Proved Durability—the ONLY Low-Priced Floor Tile tested to meet stringent 
Navy Wear Resistance Tests. Ruberoid Polymerite Floor Tile conformed fully with Resist- 
ance to Wear requirements under Military Specifications MIL-T-18830 (Ships). All eight 
competitive brands of Asphalt Tile failed this test. Other measuring factors indicate that 
Ruberoid Polymerite Floor Tile provides up to twice the wear of ordinary Asphalt Tile. 





Backed by eight years of research... 


Ruberoid Polymerite Floor Tile is truly a brand new 
concept in flooring . . . made possible by eight years of 
research. 

Perfected as a joint venture of The RUBEROID Co. 
and the Air Reduction Corporation, Polymerite is made 
in a giant new plant especially designed for its large- 
scale production. 

Polymerite makes possible a floor tile with the character- 
istics of fine tile: clear colors . . . resiliency . . . smooth, 
easily-maintained surface . . . light reflection . . . grease 
and stain resistance . . . flame retardance . . . greater 
resistance to wear. Yet its price compares with the most 
economical types of tile. 

To our best knowledge, Ruberoid Polymerite is the only 
floor tile with all the superiorities described, at a low 
competitive price. 


® ) 
A copy of the report documenting these find- (R U B ER o ad 


ee noe NY The RUBEROID Co., POLYMERITE” FLOOR TILE 


April 24, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 6 on Handy Cover Card 











How to increase your profits 


a 
u 


is 


ee 
safes 298m AE. 
ARPES 
~Saaer 


~~ 
~ 


Anything that floats, floats better on Styro- 
foam buoyancy billets. The lightweight 
billets are easy to cut with hand tools, easy 
to bolt or strap in place. Styrofoam doesn’t 
waterlog, won’t rust or rot, and punctures 
don’t sink it. Do-It-Yourselfers can install 
it easily, or you can. Either way, it’s a 
profitable new market for you. 
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Now, anyone who owns a boat or 
waterfront home .. . or a marina or 
boat harbor . . . is a potential new 
customer for you. Sell Styrofoam 
buoyancy billets to float docks, 
rafts, boathouses, and you can sell 
more of other materials—nails, 
lumber, tools, paint, bolts, even 
contracting services. 


in the outdoor living market 


Sell Styrofoam® 
for waterfront construction, 
and sell more of all 
your building products! 


Styrofoam buoyancy billets are re- 
lied on by marina owners and boat 
operators all over the country. These 
low-cost billets are replacing logs, 
pontoons and steel drums for an im- 
portant reason: Styrofoam billets 
provide unsinkable, low-mainte- 
nance flotation for marine struc- 
tures—cutting costs and trouble. 


Here’s a new Dow kit to help you sell STYROFOAM for flotation: 


1. You get free How-To-Build-It plans 
for a floating dock, raft, boathouse, using 
Styrofoam buoyancy billets. 


2. You get newspaper advertising mats 
to help sell you as a complete source for 
all flotation needs. 


3. You get back-up promotional and 
technical literature. 


4. You have access to a 15-minute color 


film on building floating structures using 
Styrofoam buoyancy billets . . . excellent 
for showing to clubs and other organiza- 
tions concerned with waterfront con- 
struction. 


For information on Styrofoam flotation 
billets and on this flotation promotion 
kit, write THE DOW CHEMICAL COMPANY, 
Midland, Michigan, Plastics Sales Dept. 
1515E4-24 


Other Dow Building Products 


SCORBORD® (patent applied for). Rigid 
lightweight insulation for perimeters and 
slabs. Pre-scored for easy installation. 


POLYFILM® tough polyethylene film 
with many uses—vapor barrier, tempo- 
rary enclosure, equipment cover. 


STYROFOAM?® insulation board for com- 
fort applications. Light weight, perma- 


nent low “K” factor, effective base for 
plaster or wallboard. 





Styrofoam is a registered trademark of The Dow 
Chemical Company. It is applied only to the 
homogeneous expanded polystyrene made ac- 
cording to an exclusive Dow process. Styrofoam 
brand buoyancy billets are available only from 
Dow and its authorized representatives. 


THE DOW CHEMICAL COMPANY Midland, Michigan 
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Mr. Martin Cohen, president of Hileco Lumber Company, 
1 = says, “We're just beginning to tap the mammoth profit po- 
tential in ceiling tile here in Philadelphia. Armstrong’s promo- 


qove your home 4 


2 “Armstrong’s ‘Weekend Wonder’ promotion has helped 
* our ceilings volume tremendously. We simply equipped 
our countermen with official “Weekend Wonder’ aprons. This 
attention-getting device made people aware of the promotion— 
and of Armstrong ceilings—in no time flat. 


tional ideas—especially the 4’ x 12’ display—have really helped. 
During a recent promotion, the net profit per ceilings sale was 
higher than at any other time in the yard’s history. 


3 “All do-it-yourselfers like to brag about their household 
* exploits. That’s why the ‘Weekend Wonder’ apron— 
given only to the person who installs a new Armstrong ceiling 
himself—made such a big hit. We're planning a new promotion 
right now—with even more attractive giveaways. 














Take a dealer’s word for it... 


* Armstrong Ceilings 
represent more than 5% of 
our profits—thanks to 


great promotional ideas”’ 


he Hilco Lumber Company of Philadelphia sells 

close to 500,000 square feet of Armstrong ceilings 
a year. This is 5% of its total sales. And an even 
larger percentage of its profits. 

Martin Cohen, president of the company, gives 
most of the credit to Armstrong's promotions and dis- 
plays. “Not only will we run another promotion next 
fall,” he says, “but we'll continue our year-round ef- 
forts to sell a new ceiling with every remodeling and 
home improvement job that comes our way.” 

Mr. Cohen knows that the demand for ceiling tile 
in his area is heavy. So is competition. That's why 
he promotes Armstrong ceilings at the point of sale. 
And pays his countermen a cash bonus for every Arm- 
strong ceiling sold. 

Thanks to these promotions and to Hilco’s hard- 
selling salesmen, the profitable Armstrong Cushion- 
tone line is really turning over. “Most of our cus- 
tomers are willing to pay the extra premium for a 
better quality and better designed ceiling product,” 
Mr. Cohen says. 

The facts prove it. During one promotion that 
lasted just eight weeks, Hilco sold over 1100 cartons 
of Cushiontone and Decorator tile to home owners 
alone. 

Get into this new business now. Call your Arm- 
strong wholesaler or write Armstrong Cork Company, 
4204 Rieker Avenue, Lancaster, Pennsylvania. 


(Armstrong CEILINGS 


“Armstrong’s year-round national advertising on Arm- 
dage me S Circle No. 8 on Handy Cover Card 


= strong Circle Theatre is a big help, too. And we con- 
stantly merchandise Armstrong ceilings in our own newspaper 
and direct mail advertising. With the profit picture as it is in 
ceiling’ tile, nowadays, we can't afford not to.” 
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FOCAL POINT of a 
registered dealer's 
Design Service Coun- 
sel (DSC) activity for 
customers and home 
improvement pros- 
pects is this functional 
design and planning 
center. Besides serving 
as a desk and dis- 
player of hardboard 
products and litera- 
ture, the center gives 
impact to ‘Visualize 
before you modern- 
ize,”" as pointed out 
by Earl W. Hadlund, 
general merchandise 
manager for Mason- 
ite. 


Modernization Design Service 
Announced by Masonite Corp. 


’" (Dealer Sales Control) 


creed of this magazine. Masonite's new service for dealers is 
also “‘DSC''—Design Service Counsel—which can put the 
dealer in control of home improvement business. 


Manufacturer takes leaf from ‘‘DSC 


CHICAGO—A_ long-range program 
to help lumber and building materials 
dealers stimulate home modernization 
business has been introduced by 
Masonite Corp. Called DSC—Design 
Service Counsel—the program is in- 
tended to help improve profits and 
establish the retailer as home improve- 
ment headquarters in his community. 

Masonite adopted these initials for 
its program because every retail dealer 
practicing DSC (Dealer Sales Control) 
as developed by Building Materials 
Merchandiser is famili:+ with them. 
Design Service Counsel is planned as 
an active campaign of support to make 
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dealer sales control easier to admin- 
ister at the point of sale. Its objectives 
are to: 

* Provide a complete method for ag- 
gressive home modernization mer- 
chandising. 

* Increase the sales potential of Ma- 
sonite hardboard products and estab- 
lish a corps of dealers who will pro- 
mote them. 

Features. Masonite believes the 
building materials merchandiser using 
DSC will be able to create profitable 
modernization packages and offer 
customer service in design, finance, 
selection and delivery of materials and 
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handling labor requirements for im- 
provement projects. 

An important part of the design 
service is “Visualize Before You 
Modernize.” The retail dealer can of- 
fer custom-designed black and white 
or full-color renderings of the home 
modernization project based on the 
customer’s wishes. A staff of profes- 
sional architectural designers then 
interpret the data into renderings 
which are returned to the DSC dealer 
along with two sets of working blue- 
prints and a materials list for the job. 

What you get. Masonite’s DSC sales 
and training aids include: 

* A comprehensive book of remodel- 
ing ideas for the prospect’s inspection. 
¢ A listing in the local telephone di- 
rectory’s classified section under the 
heading “Remodeling Specialist”. 

¢ Sales leads from Masonite’s national 
advertising program and assistance of 
company salesmen in conducting mod- 
ernizing clinics for prospects. 

* Use of a new 20-minute film en- 
titled “The Incredible Shrinking 
House” which features the DSC dealer 
as the best source for one-stop home 
improvement needs. 

Other aids. Dealers also get Mason- 
ite’s customized 4-M mat service for 
local newspaper advertising, specially- 
developed sales training materials and 
sales incentive plans to help create 
employe enthusiasm and action. Ads 
in regional sections of a national mag- 
azine will feature names and addresses 
of area DSC dealers. 

Masonite will furnish a showroom 
display center with all necessary mod- 

(continued on page 18) 





LINED UP for the next sequence in Ma- 
sonite Corp.'s new home modernization 
film, “The Incredible Shrinking House,” 
are actors making the film for use by 
building materials dealers as part of the 
company's Design Service Counsel pro- 
gram. 
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Marlite Golden Fleece and Lace patterns for 
wash-and-wear interiors with a decorator’s touch 


These four new Marlite patterns with their fleecy 
cloud effect and lacy gold veining will give any 
interior a fresh contemporary look . . . provide 
new opportunities for building and remodeling 
profits for you. 

Each one features the famous soilproof Marlite 
baked melamine finish that resists grease, stains, 


mars—even heat! And unlike many “finished” wall 


panels that dull with age and damage through use, 
Marlite’s hard, dent-resistant surface stays like new 
for years with an occasional damp cloth wiping. 

All these new panels are available in 4’ x 8’ sizes, 
*s2” thick. Get the complete profit story from your 
Marlite representative, wholesaler, or write Marlite 
Division of Masonite Corporation, Dept. 441, 
Dover, Ohio. 


* , 
Marlite plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE*® RESEARCH 
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Masonite Offers New Service 
(begins on page 16) 





ernizing information. The retailer can 
distribute design questionnaires, prod- 
uct files, brochures and literature on 
remodeling ideas. Mobiles, exterior 
signs, door, window and truck decals 
are also offered to supplement the 
interior display. 

Masonite will give complete instruc- 
tion and suggestions on how to launch 
a home improvement program. Direct 
mail campaigns and other materials 
will supplement quarterly mailings of 
a DSC Merchandiser advising dealers 
of new products, special promotions 
and advertising campaigns. 

What you pay. Dealers registering 
for Masonite’s DSC program will be 
asked to purchase the display center 
for $49.50 and pay a nominal fee for 
the design renderings. They will also 
be asked to maintain a minimum 7,000 
sq. ft. (on %” basis) inventory of 
Masonite products, cooperate in per- 
sonnel sales training, devote space to 
signs and displays and feature Mason- 
ite products in advertising and pro- 
mote the firm’s exterior products to 
builders and contractors. 

Commenting on the DSC program, 
Art Hood, former BMM editor and 
now management consultant to the 
magazine and director of Purdue Uni- 
versity’s Building Industry Marketing 
Institute, said: 

“At last, the dealer has a dynamic 
home improvement program which 
he can easily put to work for increased 
sales and profits, regardless of the 
size of his business or the population 
of his market. This is a splendid, ad- 
vanced marketing innovation of the 
industry.” 





— 
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FIRST CARLOAD of gypsum wallboard 
from the new plant opened by the Best- 
wall (Kans.) Gypsum Co. was received 
by Whelan Lumber Co., Topeka, Kans. 
Meeting the shipment, left to right, are 
Darrell McCully, loading supervisor; 
Jack Doss, Bestwall Certain-Teed repre- 
sentative; Wayne Whelan, president, 
Whelan Lumber Co.; Robert Meyer and 
Wayne Wells, representing the Topeka 
Chamber of Commerce. Bestwall's new 
plant replaces their former plant at 
Blue Rapids and has a 40% increased 
capacity. 


18 


Weaver Asks Congress To Raise 
Title 1 Ceiling to $10,000 


WASHINGTON, D.C.—In its housing 
recommendations to Congress, the 
Kennedy Administration has placed 
heavy emphasis on conservation and 
rehabilitation of existing homes in 
central city areas. 

Ironically, the volume of FHA 
Title I business has been on the de- 
cline this year although modernization 
work is booming. 

Current loan terms under the pro- 
gram allow a maximum of $3,500 re- 
payable monthly in up to five years 
at five points discount—equivalent to 
between 9% and 10% interest. 

U.S. Housing Administrator Rob- 
ert C. Weaver asked Congress to 


greatly expand this by allowing as 
much as $10,000 repayable monthly 
in 25 years. 

If approved, the bigger loans could 
be secured in contrast to the unse- 
cured loans now made. 

A wide latitude would be available 
according to the borrower’s and lend- 
er’s situations. The security might even 
take the form of a second mortgage 
insured by FHA. 

Also, to make the program more in- 
teresting to lenders, FHA would be 
authorized to pay claims in cash in- 
stead of in debentures, which carry a 
lower rate of interest than the original 
loan. 





DFPA Announces 


“Delta Frame” 


Component for Commercial Use 


TacoMA—A new lightweight com- 
ponent called the delta frame for use 
in larger commercial and light indus- 
trial buildings is now available from 
the Douglas Fir Plywood Assn. 

Developed to fill the need for a 
versatile, economical construction sys- 
tem suitable for a wide range of larger 
buildings, the new component is a 
hollow plywood box beam bent in the 
form of a central A-frame section 
which rests on concrete piers and 
which can carry cantilevered beams 
on one or both sides. 

The frame is being marketed 
through Plywood Fabricator Service. 
W. D. Page, executive vice president 
of PFS, reports that 28 licensed fabri- 
cators throughout the country can 
supply any of the standard 608 ver- 
sions of the basic component any- 
where in the country. 

With these 608 variations, it is pos- 


sible to produce a great variety of 
buildings—supermarkets, restaurants, 
churches, shopping centers and indus- 
trial plants. 

All variations of the component 
have the central A-frame section with 
its 20’ rise and 40’ span. The 
height of the ridge is variable with 
the height of the concrete piers. Wing 
beams can be cantilevered from one 
or both legs of the A-frame up to 28’ 
in 4’ increments so that the widest 
bent in the cantilevered series is 96’. 

Advantage of the system, according 
to DFPA, are faster erection, reduced 
on-site labor requirements and more 
imaginative designs in competition 
with low-cost buildings. 

Further information is available 
from Douglas Fir Plywood Assn., 
Tacoma 2, Wash., or Plywood Fabri- 
cator Service, 3500 East 118th Street, 
Chicago 17, Ill. 





Times Change: Housing No 
Longer Anti-Recession Tool 


BATON RouGe, La.—Bankers have 
been warned not to depend on hous- 
ing to be the effective anti-recession 
tool it was once. 

Speaking at a management confer- 
ence of the U. S. Savings and Loan 
League, president C. Elwood Knapp 
expressed doubt that the revival in 
home building will be “big and broad 
enough” to assure the degree of 
economic comeback anticipated by 
government leaders. 

Noting that home building was the 
major device used on three other post- 
war occasions to lift the country out of 
a recession, Knapp said that kind of 
development “doesn’t seem to be in the 
cards in 1961” because no serious 
housing shortage exists. 

In contrast to previous League man- 
agement conferences when the prob- 
lem has been how to recruit enough 


money to meet home loan demands, 
the 1961 conferences have the prob- 
lem of finding enough “good loans” to 
keep their home mortgage funds in- 
vested. 


Fibreboard Paper Cuts Back 


SAN FRANCIScO—Announcing it is 
getting out of the linoleum and felt- 
base floor covering business, Fibre- 
board Paper Products, Inc. is liqui- 
dating its Emeryville, Calif. facilities. 

Fibreboard said its floor covering 
business represents only a small part 
of total sales and has not made a 
profit in recent years. However, the 
firm will continue to produce a heavy- 
duty industrial floor covering called 
Mastipave. 

E. W. Carey, president, said Fibre- 
board’s Emeryville plant will be re- 
placed by a new $1.5 million facility 
near Martinez, Calif. It is expected to 
be in operation by the end of this year. 
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THE Evanite BIG THREE... 


Build Right... 





Hallmark of Quality Products... 








Plywood: Douglas Fir Plywood, DFPA 
grade-marked; Larch Plywood, DFPA 
grade-marked. Hardwood-faced Ply- 
wood: Birch, Red Oak, Ash, Madrone, 
Philippine Mahogany, Cherry, Walnut. 
Specialty Plywoods: Crezon Overlaid, 
Medium Density; Texture 1-11, Marine 
Plywood, ‘‘2-4-1'' Plywood, Vertical 
Grain Fir, Ag-Ply, Knotty Spruce, Idaho 
Knotty Pine. 


EVANS 


PRODUCTS 
COMPANY 


PLYMOUTH, MICHIGAN 


BUILDING MATERIALS DIVISION 








Sales Offices: Chicago, III. 


e Tampa, Fla. 


.-- Choose Evanite 








Hardboard: Standard, Tempered, Pre- 
finished, Perforated, V-Grooved, Corru- 
gated, Exterior Siding, Garage Liner. 
Poly-Clad (t.m.) Plywall® Pre-finished 
and matching Plywood Paneling, 
Moldings, Bi-fold Doors, Cabinet Doors, 
Cabinet Stock, Wainscot Panel Kit, 
Doors. 


IT PAYS TO BUY 
FROM YOUR JOBBER 


Evans is a member of the Douglas Fir Plywood Assn. 





e Coos Bay, Ore. ¢ Anaheim, Calif. ¢ Syracuse, N.Y. e¢ Plymouth, Mich 








Hardware Store Business 


New Prod 


l | 


Starter Workshop Kit 


A new Starter Workshop Kit consists 
of 19 self-locking perforated board fix- 
tures. The kit, known as K-19L, in- 
cludes toolholders, an assortment of sev- 
eral sizes of straight, curved and _all- 
purpose hooks, as well as four each of 
the necessary mounting spacers, an- 
chors and screws. 

The 19 self-locking fixtures are ideai 
for use in a workshop or for storing 
other items in a home. Kit retails for 
$1.10. Turnbuckles, Dept. BMM, Box 
333, Michigan City, Ind. 


Circle No. 201 on Handy Cover Card 
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‘‘No Bother’’ Wall Paint 


A newly-developed, flat wall paint is 
ready for application upon removal of 
the lid. It retains its creamy consistency 
(like mayonnaise) except during ap- 
plication and it doesn’t need stirring be- 
fore use. 

Called Lucite, it dries to touch in 30 
minutes. It’s available in 19 colors and 
two whites. Retails around $7.45 a gal- 
lon. Co-op advertising allowances are 
available to dealers. E. I. du Pont de 
Nemours & Co., Dept. BMM, Wilming- 
ton 98, Del. 
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Do-It-Yourself Termite Control 


Ross Soil Injector used with Ross 
Chlordane cartridges attaches to garden 
hose. When injector tube is inserted in 
soil its full length and water is turned 
on, Chlordane emulsion flows evenly 
through holes to create a lethal barrier 
as experts recommend. 

A Ross Kit (left) includes head with 
cartridge chamber and two 27” rods for 
sub-surface and surface treatment. For 
sales aids and a plan of co-op adver- 
tising, write Ross Insecticides, Dept. 
BMM, 115 S.W. 8th, Des Moines. 
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Stronger Handles 


A new line of forged 
shovels has I-Beam_ rein- 
forced handles. Blades are of 
high carbon steel, heat treat- 
ed and taper rolled to put 
extra metal at wear and 
stress points. I-Beam_ con- 
sists of two strips of steel 
extending from tip of han- 
dle to a point about 3” above 
socket joint. For full details, 
write Wood Shovel & Tool, 
Dept. BMM, Piqua, Ohio. 


Circle No. 204 on Handy Cover Card 
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Colonial Decor 


Two new Colonial post 
lanterns and a lantern post 
are announced. Post is fash- 
ioned of tubular solid alu- 
minum. Unit _ telescopes 
from a height of 8’ to as 
little as 6’. The two new 
lanterns, also made of alu- 
minum, are finished in satin 
black with brass trim. Both 
use a 100-watt bulb. Prog- 
ress Mfg., Dept. BMM, Cas- 
tor & Tulip, Philadelphia 34. 
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Tough Plastic Finish 


Varathane, a clear, plas- 
tic finish for doors, cabinets, 
floors and boats is an- 
nounced. It also is recom- 
mended for counter and 
table tops and bars. It is 
impervious to alcohol, hot 
water and acid, says maker. 
Dries in 20 minutes. Availa- 
ble in satin or gloss finish. 
For literature, write Flecto, 
Dept. BMM, 805 Allston 
Way, Berkeley 2, Calif. 
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De Luxe Series Lock 


New DT Lockset has a 
2-1/16” steel dichromated 
cylindrical case and a five- 
pin tumbler cylinder. Latch 
can be furnished with a flat 
or a beveled front in 23%”, 
5”, 7” and 10” backsets. DT 
Lockset provides a more se- 
cure exterior lock, is avail- 
able in key sets only. Lock- 
wood Hdwe., Dept. BMM, 
35 Daniels St., Fitchburg, 
Mass. 


Circle No. 207 on Handy Cover Card 
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Ceiling Tile Tool 


Duo-Fast air tacker Mod- 
el DW-5018 is an ideal tool 
for putting up ceiling tile, 
maker announces. Tool also 
has an extended front nose 
sO user can pinpoint staple 
accurately. Other uses for 
tacker with shorter staples 
include insulation, building 
papers and cornerite. Write 
Fastener Corp., Dept. BMM, 
3702 River Road, Franklin 
Park, Ill. 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Adds Coronet Model 


A new Coronet mailbox 
has. retractable magazine 
holders that slide inside box 
to save storage space, then 
drop into position when box 
is installed. Drive two screws 
and it’s installed. Made of 
black wrought iron, box is 
decorated with gold-enamel 
crest. Leigh Building Prod- 
ucts, Div. of Air Control 
Products, Dept. BMM, 
Coopersville, Mich. 


Circle No. 209 on Handy Cover Card 




















Folding Door Hardware 


A new line of folding door hardware 


Gun with Built-In 


Cutoff Knife 


Soil Conditioners 


Three front and two rear 
end tillers are offered for 
home and professional use 
in new Rototiller line. Till- 
ing widths range from 12” 
to 26”. Model 98 shown 
above has reverse drive, 25” 
tilling swath which can be 
increased by extension tines 
and is powered by 3 hp en- 
gine. Price: $159.50. Roto- 
tiller, sub. of Porter-Cable, 
Dept. BMM, Syracuse 1. 
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Grinder Pedestals 


A three-leg base on Skil’s 
new models 25331 (left) 
and 25332 cast iron grinder 
stands provides a_ sturdy 
work pedestal on level or 
uneven floors. Model 25331 
has a 6%” x 8” top; Model 
25332 has a 9” x 11” top 
and includes a built-in wa- 
ter pot. For further details, 
write Skil Corporation, Dept. 
BMM, 5033 Elston Ave., 
Chicago 30. 
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Catalina Line Expanded 


A new semi-concealed hinge to match 


announced by Kennatrack Corp. makes it 
possible to remove doors by just snap- 
ping them in and out of the opening. 
Designated Series 4400 hardware, it has 
Auto-Close Jamb Bracket that insures 
tight door closures with no gap. Top- 
mounted hangers feature big, spring- 
loaded nylon wheels to eliminate ex- 
posure of hardware. 

For further details, write Kennatrack 
Corp., Dept. BMM, P. O. Box 677, 
Elkhart, Ind. 
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A new closed end-iapered plastic noz- 
zle for Nu-Calk Speed Loads has a 
built-in cutoff knife in the calking gun 
for nozzle. Nozzle has four places 
molded into its shape to allow on-the- 
job choice of four different size nozzle 
openings. On the gun handle itself is a 
beveled hole into which is inserted the 
nozzle for exact size opening preferred. 

Simply squeeze trigger to cut tip of 
nozzle, slip Speed Load into gun and 
start calking. Macklanburg-Duncan, Dept. 
BMM, Box 1197, Oklahoma City. 

Circle No. 213 on Handy Cover Card 
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its Catalina pull is announced by Ame- 
rock. The hinge is available in both %” 
inset and 2” inset. Retail prices start at 
34¢ per pair in a polished brass finish. 
Other finishes available include: dull 
bronze, satin copper and polished chrom- 
ium. 

Completing the Catalina line is a sur- 
face hinge available in both flush and 
¥3”” offset types, a knob and a back- 
plate. Amerock Corp., Dept. BMM, 4000 


Auburn, Rockford, Ill. 
Circle No. 214 on Handy Cover Card 


(For more new products, turn to page 24) 
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If you sold only one each 
products, 


pp DURAT!! ~ DURATH 


» SURFACIN 
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WATER PUTTY WOOD DOUGH SURFACING PUTTY AUTO-MARINE SOLVENT PORCELAIN GLAZE 
1 Ib. can 1 Ib. can 1 pt. can or FILLER 3 oz. bottle 1 oz. bottle 
qt. can 


Now multiply that profit by all the pre-sold customers 
sent to your store by DURATITE national advertising ! 


Think big when you stock and sell Duratite. Big Duratite national advertising 
programs pre-sell millions through the pages of POST, POPULAR SCIENCE, 
POPULAR MECHANICS, SUNSET and other leading magazines. You make 
good money because Duratite gives you a full profit on every sale...and 
you sell 12 fine products needed by do-it-yourselfers and professionals. You get 
big repeat business for Duratite Wood Dough, Surfacing Putty, Water Putty, 
Household and Contact Cements, White Glue and specialty products used for 
countless everyday home, hobby and shop jobs. Call your DAP or DURATITE 
wholesaler now. Send coupon if you want his name and a complete catalog. 


DURATITE 


Call your DURATITE or DAP wholesaler 
for details. Send coupon for his name and 
DAP-DURATITE CATALOG 
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of these DURATITE 





AUTOMOTIVE © 


BODY FILLER 


BODY FILLER WHITE GLUE 
16 oz. plastic bottle 


FLOOR MODEL 

WOOD FILLER 

MERCHANDISER 

Displays and sells 

Wood Dough, . 

Surfacing Putty, COUNTE 


R 
eal sg GLUE MERCHANDISER 
Dealer Cost 
Dealer Profit 
(with FREE GOODS Bonus) 


Displays and sells White Glue, 
Household Cement, Contact Cement, 
Porcelain Glaze, Liquid Solder 
Dealer Cost 

Dealer Profit 

(with FREE GOODS Bonus) 








TUB-N-TILE CEMENT HOUSEHOLD CEMENT LIQUID SOLDER 
6 fi. oz. tube 1.6 oz. tube 1. 


6 oz. tube 


COUNTER 

WOOD FILLER 
MERCHANDISER 
Includes Wood Dough, 
Surfacing Putty, Water 
Putty, Tub-n-Tile Cement 
Dealer Cost 

Dealer Profit 

(with FREE GOODS Bonus) 


Extra-Profit Way to Sell More DURATITE? 


Get these floor and counter merchandisers and get a big bonus in FREE GOODS! 


NAME 


DAP inc., Duratite Division, Dept. MM 
General Offices, Dayton 31, Ohio 


Please send me the names of my nearest Duratite Whole- 
salers, and a catalog of DURATITE and DAP products. 





FIRM NAME 





DAP 


ADDRESS 





makes a full line of nationally advertised 
Caulking-Glazing-Sealing-Spackling products 





CITY ee eS 


you can sell at full profit, too. ae RE AES oe ae REDE TE Oa 
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For more facts, 
use handy back 
cover coupon. 


New Kitchen Products 


**250 Plus”’ Sink 


This new unit has 250- 
plus cubic inches more work- 
ing space than a regular 32” 
x 21” two-bowl sink, says 
maker. Oversize 14” x 18” 
compartment at left handles 
roasting pans, other large 
utensils. The Two Fifty 
Plus sink is ideal for remod- 
eling use or new construc- 
tion. Write Elkay Mfg., Dept. 
BMM, 1874 S. 54th Ave., 
Chicago 50. 
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Sculptured Spicewood 


A wide variety of Sculp- 
tured Spicewood wall and 
base cabinet units permits 
almost limitless kitchen de- 
sign. Conveniences include: 
adjustable shelves in all wall 
cabinets; pull-out shelves in 
all base cabinets; and self- 
closing “Sta-Close” drawers. 
Cabinet components form 
built-in or freestanding 
groups. I-XL Furniture Co., 
Dept. BMM, Goshen, Ind. 
Circle No. 216 on Handy Cover Card 


Two Cabinet Lines 


Nevamar has available a 
new Custom line said to be 
25% lower in price than its 
widely known De luxe line. 
Major difference between the 
lines lies in the interior 
plastic. The De luxe line 
uses Nevamar plastic; Cus- 
tom line, Beautilite plastic. 
Door and drawer fronts in 
both lines are _ identical. 
Write Nevamar, Dept. BMM, 
Odenton, Md. 
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Hardwick’s 1961 Line 


Ovens in maker’s gas mod- 
els have a new Flame Mas- 
ter Control giving controlled 
temperatures as low as 140°; 
EquaFlo balanced heat and 
automatic Pin-Point Pilot 
lighting. Supplementary oven 
in luxury two-oven installa- 
tions is firm’s Micro-Ray 
with rotisserie. Ranges are 
offered in six colors. Hard- 
wick Stove, Dept. BMM, 
Cleveland, Tenn. 
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Two Reveo Bilt-Ins 


Two new Revco Bilt-In 
refrigerator-freezer combina- 
tions have no-frost systems 
which maintain _ selected 
temperatures in both the re- 
frigerator and freezer sec- 
tions. Model designation is 
RC-176. A _ second similar 
model, RC-177, has auto- 
matic ice cube maker. Both 
models fit into a floor space 
of 2’ x 3’. Revco, Dept. 
BMM, Deerfield, Mich. 
Circle No. 222 on Handy Cover Card 


Easy-to-Install Hood 


New Builders’ Model 
Ductless Hood shown above 
forces air through two magic 
filters. First, a grease filter; 
then, a layer of activated 
charcoal. Only four screws 
and a simple electrical con- 
nection are needed to install 
the hood under a cabinet. 
For literature, write Duct- 
less Hood, Dept. BMM, 601 
Plandome Rd., Manhasset, 
Ni Y. 
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‘Town House 24”’ 


New Modern Maid Town 
House 24 one-piece built-in 
range slides into space nor- 
mally occupied by a 24” base 
cabinet. Electric and gas 
models available. Optional 
equipment: thermal-eye, ro- 
tisserie. It’s also furnished 
with finished sides, making 
it a freestanding unit. Ten- 
nessee Stove Works, Dept. 
BMM, East 14th, Chat- 
tanooga 1. 


Spanish Kitchen 


Interest center of a new 
Spanish Kitchen is its cook- 
ing wall. Vast copper hood 
hangs over barbecue and 
range top recessed in white 
floor units. Peninsula cabinet 
has thick maple top, is ideal 
for serving buffet suppers. 
Storage units used are firm’s 
Series 600 hardwood com- 
ponents. Mutschler Brothers, 
Dept. BMM, Nappanee, Ind. 
Circle No. 223 on Handy Cover Card 
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Simplicity Range 

A Levertrol on the new 
Simplicity gas range provides 
fingertip control of flame 
size. The freestanding unit 
slides into 30” of cabinet 
space. An EZE-Kleen roast- 
er-broiler is below the Ther- 
ma-Dome oven. Rotisserie 
is optional equipment. An 
electric Simplicity range also 
is available. Brown Stove 
Works, Dept. BMM, Cleve- 
land, Tenn. 
Circle No. 218 on Handy Cover Card 











Circle No. 220 on Handy Cover Card 


An 18” Electric Oven 


A new Vesta 18” electric 
built-in oven has changeable 
color panels and removable 
door, Broilostat broiler con- 
trol and automatic clock and 
Cook-Timer with setting for 
any interval up to six hours. 
Easily installed, it slides into 
opening and rests securely 
on cabinet framing. For lit- 
erature, write Athens Stove, 
Dept. BMM, Athens, Tenn. 
Circle No. 224 on Handy Cover Card 


kitchen products, turn to page 26) 
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Super-Treated for extra 
performance... yet costs no 
more than ordinary linseed oils 


The bold red and blue Pol-mer-ik can stands 

out on today’s product-jammed shelves. And 

its contents are even more outstanding on the 

job! You see and feel Pol-mer-ik’s superiority 

instantly. Paint brushes on easier with Pol- 

mer-ik . . . forms a smoother film that stands 

up longer. That’s because Pol-mer-ik is 100% 

pure linseed oil . . . super-treated. Yet, this extra 

quality costs no more than ordinary linseed oil. 
There you have it: the reason Pol-mer-ik is used 

by more painting contractors . . . why it’s Amer- 

ica’s fastest selling linseed oil. Next time you buy 

linseed oil, insist on Pol-mer-ik . . . insist on the best. 


+ 


a " Bry 
FOR FREE! eo Fe | be) SEND FOR POL-MER-IK’S NEW 


“HOW TO” SERVICE BOOKLETS 


HOW TO REFINISH ANTIQUES FACT-PACKED! AUTHORITATIVE! 
and other Household Hints FREE! These booklets are ideal 
counter hand-outs . . . envelope en- 

Weaaas paeren ond other tive closures to send out with invoices or 
tor tuartemen direct mail promotions. Available free 
P to Pol-mer-ik dealers and users. Re- 

101 MONEY-SAVING IDEAS BOOKLET turn the coupon for samples today. 


Circle No. 12 on Handy Cover Card 


farcher- Maniels-Midiand co. 


756 Investors Building * Minneapolis 2, Minn. 


Please rush samples of your free three Pol-mer-ik 
service booklets. 


Name 





Firm 





Address 





City State 








For more facts, 
use handy back 
cover coupon. 


New Kitchen Products 


(begins on page 24) 


Gas Double Oven 

A new 24” built-in gas 
double wall oven features 
infra-ray broiling, roasting 
or barbecuing in top oven. 
It also includes a triple-spit 
rotisserie. Lower oven has 
roastender that turns off 
burner and sets off buzzer 
when meat reaches desired 
degree of cooking. Youngs- 
town Kitchens Div., Amer- 
ican-Standard, Dept. BMM, 
Warren, Ohio. 
Circle No. 225 on Hondy Cover Card 


Fasco 94 Series Hood 


_ New 94 Series range hood 
gives horizontal or vertical 
air discharge and is prewired 
for quick, easy installation. 
Finished in rich copper or 
satin chrome, the hood is 
available in 24”, 30”, 36” 
or 42” lengths. Packed com- 
plete with gasketed duct 
flange. It carries a 5-year 
guarantee. Fasco Industries, 
Dept. BMM, Rochester 2, 
, BA 
Circle No. 226 on Handy Cover Card 


Adds Range Hoods 


Roper has added two new- 
ly designed range hoods to 
its extensive gas cooking 
appliance line. The maker 
also offers a charcoal con- 
verter, usable on any of its 
range hoods, for ductless 
installation. Hoods are 
available in four colors and 
stainless steel finish and a 
variety of dimensions. Geo. 
D. Roper Sales Corp., Dept. 
BMM, Kankakee, IIl. 


Circle No. 229 on Handy Cover Card 


Electric Built-Ins 

Magic Chef's all-new elec- 
tric line includes four oven 
models in five decorator col- 
ors. Ovens are clock-con- 
trolied, have panel lighting, 
oven signal light, interior 
light and are equipped for 
optional rotisserie. Magic 
Chef counter units are op- 
erated by Infinite Surface 
Heat Controls. Write Magic 
Chef, Inc., Dept. BMM, 
Cleveland, Tenn. 
Circle No. 231 on Handy Cover Card 
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For Small Kitchens 


Three-inch modular con- 
struction of its more than 
500 different units makes 
Major Line cabinets particu- 
larly adaptable to small- 
space kitchens. Three fin- 
ishes are available: two in 
red alders, one in birch. For 
samples of the three woods 
finished as they are in cab- 
inets, write Major Line, 
Dept. BMM, 120-6th Ave. 
North, Seattle. 

Circle No. 232 on Handy Cover Card 


. 


Cherry Cabinet Line 
French Provincial Cab- 
inets using cherry are avail- 
able in the L-CO line. Pro- 
vincial effect is a component 
part of door and drawer. 
Rails are of solid cherry; 
doors have warp-proof core 
covered with cherry veneer. 
Frame members are joined 
by dowels and glued. For 
catalog, write L-CO Cabinet 
Corp., Dept. BMM, S. Sth 
St., Shamokin, Pa. 
Circle No. 227 on Handy Cover Card 


No-Frost Foodarama 


No frost ever collects on 
food packages, shelves or 
walls of the freezer in the 
new no-frost Foodarama. 
The 18-cubic-foot Foodara- 
ma may be installed flush-to- 
the-wall or built-in with oth- 
er Kelvinator appliances, in- 
cluding a new dishwasher, 
built-in oven and_ surface 
cooking top. Kelvinator Div., 
American Motors Corp., 
Dept. BMM, Detroit 32. 


Under-Counter Oven 


Called Chef’s Delight, a 
new Suburban line under- 
counter oven requires no spe- 
cial base, slides into 27” 
space and is automatic 21” 
oven. Four-burner top con- 
trol electric or gas cook-top 
can be installed over oven. 
Available in five colors and 
chrome. Samuel Stamping 
& Enameling, Dept. BMM, 
Manufacturers Rd., Chatta- 
nooga, Tenn. 

Circle No. 228 on Handy Cover Card 
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Circle No. 230 on Handy Cover Card 


No-Frost Units 


Fresh meats may be stored 
unwrapped in new RCA 
Whirlpool Mark 13 gas no- 
frost refrigerator. Very cold 
air surrounds jet-cold meat 
chest and keeps meat fresh 
for days. Unit has automatic 
ice cube maker and adjusta- 
ble swing-out shelves. Mak- 
er also has available a new 
line of no-frost freezers. 
Whirlpool Corp., Dept. 
BMM, St. Joseph, Mich. 
Circle No. 233 on Handy Cover Card 


A Provincial Series 


Brammer’s new Provincial 
1700 line of birch wood 
cabinets combines fine fur- 
niture construction details 
with fine finishes. The 1700 
series provides accommoda- 
tions for built-in appliance 
units or for specially de- 
signed appliance _ installa- 
tions. For full details, write 
Brammer Mfg., Dept. BMM, 
1441 Rockingham, Daven- 
port, Iowa. 

Circle No. 234 on Handy Cover Card 
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GREATER HOLDING POWER 





WELDED WIRE CON- 
CRETE REINFORCING 
AND GALVANIZED 
FABRIC; REINFORC- 
ING BARS 


BRYTITE® 
ORNAMENTAL LAWN 
FENCE with the Long- 
, Lasting Lustrous 
bright finish 











Win greater Sales with 
CONTINENTAL? NAILS —part of 


Continental's 83 Steel Products—al/ from 
one convenient source-—All/ profit-proved 


The familiar yellow Continental nail carton is showing up in 
more and more places—residential and commercial building sites, 
industrial projects, at right-of-way road and railway maintenance 
jobs, in skyscrapers and home work shops. One man tells 
another—is the reason. Continental Nails—10,000 sizes and kinds 
—come cleaner, sharper, and have greater holding power, the 
result of one of the industry's most advanced production tech- 
niques. Order your stock now—in 50 and 25 |b. cartons and 
10-5-1 Ib. boxes. Ask for the colorful new RING AND SCREW 
SHANK NAIL DISPLAY CARD—FREE. It's a real sales builder! 


bY SEE YOUR JOBBER OR WRITE TODAY 
) 
CONTINENTAL STEEL 


CORPORATION +» KOKOMO, INDIANA 


PRODUCERS OF: Standard Styles of Galvanized Steel Roofing 
and Siding, Nails, Staples, Lawn Fence, Welded Wire (Rein- for city, me 
forcement—Galvanized) 15 types of Farm Fence, Posts, Gates, yore 


Barbed Wire, and other Wire Products. 
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Hardware. Store Business 


New Sales 


USE HANDY COUPON ON BACK COVER 


Promotes Shelf Hardware 


Just unfold this self-service unit and 
it’s ready for use on floor, counter or 
wall. Two brackets are attached to each 
card and cellophane-wrapped. 

Called the “B” assortment, it includes 
40 pieces of No. 80 standard in 24” and 
36” lengths in satin brass and satin ano- 
chrome finishes. Five cards of each size 
No. 160 locknut bracket in 6”, 8”, 10” 
and 12” are included. Assortment lists 
at $90.25, less regular discount. Knape 
& Vogt, Dept. BMM, 658 Richmond, 
N.W., Grand Rapids 4, Mich. 

Circle No. 235 on Handy Cover Card 








Two new merchandisers consist of a 
wire display rack and backup stock of 
Duratite Wood Doughs and Surfacing 
Putties in 9 colors to match popular 


woods and wood finishes, Watter Putty 


and Tub-N-Tile Cement. 

Floor unit shown above with bonus 
supply of Duratite Wood Doughs has a 
retail value of $183.60. Dealer cost is 
$106.98, giving a $76.62 profit. Retail 
value of a counter unit is $66.75. Dealer 
pays $39.29, makes a $27.46 profit. 
DAP, Inc., Dept. BMM, Dayton 31. 


Circle No. 236 on Handy Cover Card 
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Aids 


PUCEALLE EAD TEAC PT 


FOR MORE INFORMATION 


Deft Wood Finish Merchandiser 


A new point-of-purchase kit can be 
assembled in less than three minutes 
and is designed so that stock may be 
replenished immediately from shelves. 

The kit also includes finished panels 
of walnut, birch and mahogany to ap- 
peal to the homemaker’s touch as well 
as sight. Overall dimensions of the unit 
are 18” x 18” x 11”. It contains 2 gal- 
lons, 6 quarts, 6 pints, 6 one-half pints 
and 6 aerosol cans of Deft Wood Fin- 
ish. Demond Bros., Dept. BMM, 1526 
W. 228th St., Torrance, Calif. 

Circle No. 237 on Handy Cover Card 
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Compact Color Plan Offered 

A compact line of interior and exte- 
rior paints is designed to reduce a deal- 
er’s stock investment by 50% but still 
provide a wide selection of 264 colors. 
Initial stock order can be shelved in less 
than 60 square feet of space. It includes 
house paints, choice of alkyd or latex 
wall paints and enamels. 

Dealer investment for initial order, 
including a new Lowe Compact Color- 
meter machine, totals about $1,000. For 
a complete brochure, write Lowe Broth- 
ers, Dept. BMM, Dayton 2, Ohio. 

Circle No. 238 on Handy Cover Card 


Building 
Materials 


MERCHANDISER 


Free Stand Shows Ridgid Tools 


A new 5’ revolving stand is free with 
purchase of the Ridgid tools it holds. 
The stand revolves in either direction, is 
shipped fully assembled and ready to use. 
It holds 12 different Ridgid wrenches, 
5 cutters, a flaring tool, 5 threaders, 
2 vises and a spiral reamer, plus two 
empty cans of Ridgid thread cutting oil. 

Tools are securely locked in place with 
screws and bolts to prevent pilfering. 
Long tool handles hang inside display. 
For further details, write to Ridge Tool, 
Dept. BMM, Elyria, Ohio. 

Circle No. 239 on Handy Cover Card 
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Two Delta Spring ‘‘Specials’’ 


New Delta Big Deal No. 1 offers 
consumers the firm’s new 32” Radial 
Drill Press complete with steel stand for 
the price of the drill press alone. The 
customer’s saving is $22.85. 

Delta Big Deal No. 2 provides con- 
sumers with a Super 900 9” Radial Saw 
complete with stand and retractable cast- 
ers for the price of saw alone. Savings 
to customer is $30.50. Promotion ends 
June 1. Write Delta Power Tool Div., 
Rockwell Mfg. Co., Dept. BMM, 489 N. 
Lexington, Pittsburgh 8. 

Circle No. 240 on Handy Cover Card 
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package. 


1. Lumber arrives in 50-ft., double-door box cars. 


HOW TO 


Unload a car in 
two hours with 
a 2-ton truck 


Sales-engineered lumber pays off 
in even the smallest yards! 


Lumber unitized in the Southwest system makes 
money for you! Figure it this way: Individual 
packages or “packets” are weight-keyed to fork lift 
capacities from 2 to 8 tons. Two lengths of stock 
are included in each 2’ x 2’ package. You get 
practical footages, enabling you to make job-site 
delivery without breaking mill strap. Each package 
is stickered with actual tally of pieces. Sell 

half or all of it, simply by cutting straps. 
Undercover shipment, plus less handling assures 
brighter, cleaner, more saleable lumber. 

Get the facts — write for new wall chart, 

or see your Southwest representative. 








4. Encircling bands insure mobility of entire unit. 


VERSATILITY FOR No. 1 
way 


ALL SIZE YARDS: = | 
Packages unitized Mie — Ye > [nt inaitz (a i ri 
on ig f = LUMBER SYSTEM handing 


1600 Ibs. to maxi- 
mum of 13,200 Ibs. costs! 


Southwest Forest Industries, IMC. western region Sales: 411 N. Central Ave., Phoenix, Arizona 
Eastern Region Sales: 135 S. LaSalle St., Chicago, Illinois 
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WIDEWOOD 


THE BIG MATERIAL 


FOR THE BIG 
IMPRESSION 


Hines Widewood is bigger than the logs it’s made from. 

It consists of selected pieces of kiln-dried Ponderosa Pine 
precision joined and electronically glue-set to give you what you 
want in wood—all in one piece. 


In the Irvin A. Blietz ‘‘Carriage Hill’? development in Glenview, 
Illinois, Widewood was used for pillars and fascia in 24” to 32” 
widths, creating massive wood trim elements to relieve the 
expanses of brick in large town houses and enhance their 
architectural beauty. 


In this application, Widewood cost the builder about $500 less 
per thousand feet than custom-glued panels. It was easier to 
work with than plywood because its solid wood edges eliminated 
the problem of finishing plywood edges in the pillars and its 
long lengths required fewer end joints. 


The built-up structure of Widewood resists the warping and 
cracking sometimes experienced with large pieces of ordinary 
lumber. It’s the ideal material for fascia, counter tops, shelving, 
cabinets, platforms, soffits, cornices—any use where a 
warp-resistant, extra wide board is desirable. 


Available in two grades: Selected and 100% Clear. Standard 
sizes (4” to 12” and 18” to 24” widths) in stock in many lumber 
yards. Other sizes available on special order. Lengths to 

24’. Widths to 52”. 


‘‘We used several sizes of Widewood for fascia 

and decorative columns...We couldn’t have achieved 
the same resulis with any other material.” 

Bruce Blietz, vice-president of the 

Irvin A. Blietz company 


HINES 


ia Ta: :.:.:CCTCTCS CC TCSSC=“ 

Sowmills at Hines, Westlir, Edward Hines Lumber Co. Dept. 6131 
200 S. Michigan Ave., Chicago 4, Iilinois 

Please send me full information about Hines Widewood. 





: tif Dee ond Bates, Oregon. | 
ply Other plants: Plywood, Westfir; | 
be Hardbord, Dee; Millwork, Boker | 

i ond Hines, Oregon. 
it Engineering and | 
; Development Division: | 
( 


Just clip this coupon, sign your nome, ottoch to your letterhead and send to the 
Hood River, Oregon. 


oddress above. 
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Hardware « Store Business 


‘Central City> 


IT HAS MERCHANDISING TIPS FOR EVERY BUILDING MATERIALS DEALER 





This suburban retail colossus combines 
mass self-service with store service, 
stressing quality. Half of sales are for 
cash, balance on credit plans. Store 
services include packaged home mod- 
ernization. Business is 95% consumer. 


Supermarket Facts 


White brick, one-story supermart has 
330’ front with 9’ overhang and max- 
imum depth of 210’. Glass front is re- 
inforced with specially made steel tubing. 
Gray tint in upper 14’ of glass front 
eliminates glare. Upper 14’ of glass in 
rear wall also is gray-tinted; lower 10’ 
is 1%” fiberglass laminated on both 
sides with 4%” asbestos board. 

Structural steel columns of building 
are set 78’ on center in width and 35’ 
in depth. Connected to the steel arches 
are 24” exposed steel bar joists capped 
with a corrugated metal roof, 2” fiber- 
glass insulation and builtup felt roof over- 
laid with a white plastic spray coating. 

On each bar joist is a continuous 
fluorescent tube strip running from front 
to rear of store. One thousand 8’ fluor- 
escent tubes used in selling area provide 
100 foot-candles illumination. 

In a 234’ corridor between super- 
mart’s two automatic entrance doors is 
a 10’-wide path of radiant-heat coils to 
counteract any cold from glass front, re- 
move moisture from customers’ shoes and 
keep the floor clean. Vinyl asbestos tile 
used on the floor represents an invest- 
ment of $18,000. 

Flat section of supermart stores back- 
up stock and is constructed of brick and 
concrete block. Natural interior lighting 
is provided by 18 plastic domes in roof. 

Supermart is air-conditioned, hot- 
air heated and fire-protected by a sprin- 
kler system. 


CENTRAL City, Mo. 
(SUBURBAN ST. Louis) 


NLY A HANDFUL of merchants across the land could pos- 

sibly duplicate the giant Central City supermarket you see above. 
But every lumber and building materials dealer can apply some of 
Central’s tried-and-tested merchandising techniques as shown in the 
company’s newest and largest enterprise. 

And you can be sure, as you study the pictures on the following 
pages (or visit the store), that you have before you the very best 
ideas developed by one of the oldest (founded 1903) and most suc- 
cessful one-stop home center retailers in the industry. 

The new supermart is Central's largest and sixth major store in 
the St. Louis area, adding to an annual sales volume reported to be 
well above $10 million. Inventory turnover in all Central stores is 
10 times a year. 

“To properly showcase it, we built our own shopping center,” says 
Stanley M. Cohen, president, Central Hardware. 

Called Central City, the center is located on 13% acres on busy 
U. S. 66 in fast-growing suburban North St. Louis County. The 
center comprises Central’s supermart (65,940 square feet under roof); 
18,700-square-foot food store; 20,000-square-foot area for other 
stores and a paved parking lot for 800 cars. 

Two side roads, enabling customers to avoid heavy traffic by 
leaving at either end of the center, complete the property. It cost 
over $1 million, including land. 

Full-page advertisements in newspapers pulled 125,000 sub- 
urbanites to the center store during a 10-day grand opening early 
in March. They picked up thousands of promotional specials ranging 
from half-inch copper tubing at 35¢ per foot to latex paint (two 
gallons) for $5.44; 24” barbecue grill for $5.88. Other bargains: 
$6.89 off on a lantern-and-post; two folding chairs for $5.50. 

Central City’s shopping center attracts 200,000 suburbanites, who 
live in expanding housing developments. However, many customers 
come from a 50-mile radius embracing two million people. 

Advertising. Central Hardware spends 2% of its gross sales on pro- 

(continued on page 34) 
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This is the sixth supermart for Central Hardware 


Based on firm's experience, sales will be: 





13% 13% 12% 9% 8% 1% 1% 
Lumber Kitchens Hardware Lawn and Hand, Paint, Plumbing 
Paneling Bath Acces. Garden Sup. | Power Sundries Heating 
Floor & Cabinets & Tools 
Ceiling Enclosures 
Tile Major Appl. 
Radios, TV 
Heat. Equip. 









































CENTRAL HARDWARE’S new mart in its own shopping center on heavily-traveled U. S. 66 was designed by Schwarz, Van Hoe- 
fen. It has a glass front reinforced with steel tubing. Layout includes manager's and assistant manager's offices, employes’ 


lunchroom and rest area. 
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HARDWARE 
Gor E NSD 
THE WORLD'S LARGEST HARDWARE STORE 


OUR CENTRAL CITY” STORE LOCATED AT HALLS FERRY 





ROAD AND 


CONVENIENT SELF-SERVICE SHOPPING 


“WE'RE PROUD TO HAVE BEEN A mn IN THE BUILDING OF THIS 
FANTASTIC HARDWARE SUPER STORE”... The Construction Folks 


“CENTRAL CITY”—continued 


motion via newspapers, 55 billboards 
and television. 

Consumer business accounts for 
95% of ull Central sales; the other 
5% are contractor, small business 
and industrial sales. 

Central makes a special bid for 
women’s trade by taking co-op ad- 
vertising with the shopping center food 
store in weekly circulars delivered to 
homeowners. Bargain coupons have 
resulted in excellent sales. Since par- 
ents bring their children, Central fea- 
tures new lines of toys and hobby 
materials. 

Assisting president Stanley M. Co- 
hen in Central’s new venture are: 
Julius Cohen, chairman of the board; 
I. C. Cohen, first vice president; 
Maury Manesberg, second vice presi- 
dent and sales manager; Ruby Cohen, 
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SUBCONTRACTORS 
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treasurer, and Adolph Frank, secre- 
tary and director of store operations. 

Stanley is a grandson and Julius, 
I. C. and Ruby are sons of the firm’s 
founder, Morris A. Cohen. Another 
son, the late Meyer Cohen, was Stan- 
ley’s father. 

Central’s multi-million-dollar gross 
sales volume climbed to a new high 
in 1960. “Our new shopping center 
store will boost our annual volume 
30%,” predicts Stanley Cohen. 

Suburbanites select their merchan- 
dise from 54,000 items in 13 well- 
stocked departments. 

Built own fixtures. The plywood and 
perforated hardboard display fixtures 
stand 52” high, permitting customers 
a complete view of all departments in 
the 39,000 square-foot selling area. 
Produced in the firm’s millwork shop, 
the fixtures use Reflector Hardware 
standards and brackets. Fixtures are 
painted Niagara green to blend with 
the supermart’s interior color scheme 
of green and white. The fixtures are 
spaced along aisles of four-foot min- 


imum width. 

Some 200 gondolas provide 10,000 
feet of visible display area, showing 
merchandise on both sides. The 25’ 
gondolas consist of 4’xS’ modular 
units. Wall-displayed items cover 5,400 
square feet. 

Plywood bases and fixture shelves 
are plastic laminated for easy house- 
keeping and 40 ash trays are affixed 
to the end panels for that same pur- 
pose. 

Customer convenience. Suburbanites 
shop while listening to popular music 
muted occasionally for announcements 
of promotional “specials” and in-store 
demonstrations. 

Customers find jumbo-size shopping 
carts and over-the-arm plastic baskets 
for their shopping convenience. Eight 
checkout lanes eliminate any traffic 
jam by cash customers. 

Central credit cards are valid in 
any of their six stores. Among their 
other services are free deliveries within 
a 30-mile radius of the firm’s St. 
Louis warehouse; free tire installation 
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if tires are bought from Central’s 
stores; check cashing, hunting and 
fishing license availability; tool rentals. 

Straight cuts of lumber are free, 
also, while special cutting is at the rate 
of $6 per hour. The firm’s millwork 
shop will do custom work from a 
photograph or ad. 

Shopping hours at Central City 
are 9:30 a.m. to 9:30 p.m., Monday 
through Thursday; 8:30 a.m. to 9:30 
p.m., Friday and Saturday. 

Subs home remodeling. Central City 
sells complete home improvement 
packages, including labor and fi- 
nancing, but subs the labor. Among 
their big-ticket packages are kitchens, 
bathrooms, water heaters, floor and 
wall tile; paneling, blown-in insula- 
tion, aluminum screens and doors. 

Efficiency plus. A pneumatic tube 
system permits buyers of bulky items 
to keep shopping while their order is 
being processed. As they leave, their 
purchases are ready at the customer 
pickup dock, which accommodates 
14 cars. 
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Adjacent to a receiving dock for 
truck delivery is a 20,000 square-foot 
backup stock area for bulk goods, 
lumber and building materials. 

Shoplifting is discouraged by a bell 
alarm in the tool department and by 
the Willmark service. “We haven't 
lost a power tool in a Central Hard- 
ware store since the system was in- 
stalled about a year ago,” says Adolph 
Frank. 

Easy financing. About 50% of 
Central’s customers pay cash, the rest 
choosing one of four financing plans: 

1. Regular charge account, paid in 
full each month. 

2. Revolving charge account with a 
144% service charge on the unpaid 
balance. 

3. Home improvement financing 
arranged through FHA, Title I. 

4. Central’s long-term credit plan 
based on 8% discount basis, three to 
five years to pay. 

“Less than % of 1% of all our 
charge accounts are uncollectible,” 
says Adolph Frank. 
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Store Management. Self-selection 
is encouraged, but a staff of 10 de- 
partment managers, 47 full-time sales 
specialists and 50 part-time sales clerks 
are available to counsel and service cus- 
tomers. Each department has a stand- 
up counter service desk for sales per- 
sonnel. 

Thirty per cent of its employes are 
women. One is a supervisor of service, 
credits and checkout. Each of the 18 
women cashiers has a rotating work 
stretch of eight hours daily, stag- 
gered for maximum service at the 
registers during peak sales hours. 

John Tanner is manager of the new 
supermart. Area supervisors are: Ed- 
ward H. Stewart, lumber, paint and 
home planning; George Kirby, power 
and hand tools; Ed Schaeffer, lawn 
and garden; Ed Bregenzer, heating, 
plumbing and electrical; Mrs. Wilma 
Meyer, service, credits and checkout; 
William Linder, backup stock; Tate 
Schuessler, gifts, housewares and as- 
sistant store manager. 

(Turn page for picture tour) 


CENTRAL 
CHECKOUT 


EIGHT COUNTERS are 
available for peak 
customer periods. Two 
hundred jumbo-size 
wire shopping carts 
and 300 over-the-arm 
plastic shopping bas- 
kets are used. Impulse 
“specials’’ stacked in 
shopping carts along 
entrances to checkout 
lanes pull “bonus” 
profits. The suburban 
supermart handles 
65% of its sales be- 
tween 7 p.m. and 
9:30 p.m., Monday 
through Friday, and 
Saturday when entire 
families shop. During 
peak hours, a woman 
“wrapper” helps each 
cashier speed sales at 
checkout by packag- 
ing customers’ pur- 
chases. 





“CENTRAL CITY”—continued 


Lumber, Building Materials Get Big Play 


CENTRAL CITY MASS-DISPLAYS all kinds of lum- 
ber products and sheet goods cut to size, price- 
marked and clearly identified to create self-serv- 
ice. Customers are able to buy various precut 
sizes without having to pay a cutting premium for 
a special cut piece. Workbenches, picnic tables 
and doghouses on display are made in firm's mill- 
work shop. 





HANDY PRECUT SIZES of sheet goods in horizontal 
bins provide a convenient customer pickup station. 
Customers make their selection from 15,000 
square feet of precut sheet goods including five 
thicknesses of the firm's fast-selling precut ply- 
wood. Five other major Central stores in the St. 
Louis area sold nine carloads of AD plywood the 
first 45 days of this year. 


A-FRAME DISPLAYS inside store hold stocks of clear pine, red- lection. A-Frame displays, made in firm's millwork shop, are 
wood and fir, common yellow pine and ponderosa pine, end- green-stained to point up natural color of lumber. “If you want 
stacked and assembled in seven widths: 1”x2”, 1”x3”, 1”x4”, to pull store traffic, announce a sale of short studs at 2-for- 
17x6", 17x8”, 1”x10”, 1”x12”. Lengths range from 5’ up to the-price-of-1,"" said a Central spokesman. 

8’. Each piece is price-marked and identified for easy self-se- 
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LUMBER & MILLWORK SERVICE—Big traffic-builder is a 
selection of reject doors, in pipe rack. Do-it-yourself- 
ers pick them up and carry them through checkout 
lanes along with other purchases, find use for them 
as coffee tables, desks and benches. Doors are 1’ up to 
3’ wide and 6’8” or 7’ long. Central buys them in 
carload lots: sells thousands of them at $4.44 and 





yas 


$4.88 each. Note two in-use displays of overhead 
garage doors alongside stand-up service desk in lum- 
ber department, where customer may leave a delivery 
or pickup order with a salesman ranging from small 
box of kindling wood for 29¢ up to a big-ticket pre- 
cut garage. Delivery within a 30-mile radius of firm's 
St. Louis warehouse is free. 


PREFINISHED PANELING forms 800- 
square-foot in-use wall display. Also 
wall-displayed are 300 square feet each 
of various kinds of plastic-coated and 
unfinished wood panels, asphalt and 
vinyl materials, plus an 80-square-foot 
exhibit of ceiling tiles. Central's presi- 
dent Stanley M. Cohen (right) is shown 
with secretary Adolph Frank. 


ALUMINUM PRODUCTS are among the 
54,000 items stocked and sold. Self-ser- 
vice aluminum molding shown above is 
grouped according to size in 25’ long 
gondola, plainly price-marked and iden- 
tified for the do-it-yourselfer. Central 
City customers put the molding to good 
use on kitchen counter-tops and as car- 
pet edging. 
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KEY TO MOLDING helps customers iden- 
tify and locate their choice with minimum 
assistance. It promofes self-selection 
through use of a keying system which 
indicates exact rack and aisle in which 
each type of molding may be found, 
says Adolph Frank (above), Central's 


director of store operations. 
TURN PAGE 
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POWER TOOL DEMONSTRATIONS conducted 
every Friday and Saturday by an employe of Cen- 
tral City show do-it-yourselfers how to use tools. 
Many sales follow. Note good housekeeping tech- 
nique of mounting tools on plastic laminated 
plywood display base. 


aes 


WIDE VARIETY of hand tools available at the sub- 
urban supermart is illustrated by a 4’ pipe 
wrench shown by Adolph Frank alongside 6” pipe 
wrench held by John Tanner, right. Suburbanites 
select their hand tools from eye-catching wall and 
gondola units offering the biggest to smallest 
saw, hammer or screwdriver made. 


Hardware, Tools, 
Paints, Lighting 
Fixtures Smartly 
Merchandised 


PAINT AND PAINT SUNDRIES, purchased supermart-style 
mostly by women, are located near housewares department. 
Nationally-advertised brands plus Central's own line are fea- 
tured. In Colorizer System, customers have a choice of 1,322 
paint colors. Also on display are 147 kinds of paint brushes, 
265 cans of various spray paints. 


BARGAIN TOOL COUNTER is a big traffic-stopper, 
pulls thousands of impulse sales—fishing lures, 
hooks and lines, hacksaw blade assortments, wood 
chisel sets, carving sets, twist drills and hammers 
priced at 29¢, 66¢ and 88¢. Departmental signs 
such as the one above are used for shopping con- 
venience. 
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PRECISION MACHINIST TOOLS along with expen- 
sive pliers, rules, pocket sets and screwdrivers are 
sold from glass-enclosed showcases. Only one of a 
kind is visible. Keying system helps tool supervisor 
George Kirby, left, shown with customer, replace 
each purchased item from showcase with backup 
stock kept in metal storage boxes underneath. 





BIG ATTENTION-GETTER from any area of the one-level super- 
mart is huge in-use display of lighting fixtures. Measuring 
30’ in diamever, it holds 225 brand-name lighting fixtures 
spaced two-feet on center. Customers learn to call it “Central's 
upside-down birthday cake" from Ed Bregenzer, the store's 
electrical, heating and plumbing supervisor. The $8,000-$9,- 


SAMPLE PANELS—Labeled items mounted on special display along 
rear wall of store include full lines and newest designs of hardware, 
hand tools, plumbing and electrical supplies. Mounted stock also in- 
cludes numerous technical items with which customers need sales 
help. Each panel measures 18” wide x 3’ high. It took a Central em- 
ploye three months to produce and assemble the 48 panels in use. 


wm 


000 worth of G-E buibs and fluorescent tubes on display in- 
clude 300 kinds of light bulbs, 57 various bulbs for flashlights. 
Exit door in rear leads to 190’x35’ backup stock area for shelf 
goods. Dominance of this department indicates that electrical 
fixtures and supplies should be part of every Home Center 
retail mart owned by building materials dealers. 


BACKUP STOCK—Each item mounted on the 
48 display panels is quickly located by a 
salesman from metal storage boxes behind 
each panel, another good housekeeping de- 
vice. The panels of prefinished natural birch TURN 
are hinged, held by magnetic catches. PAGE 
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SPOGES « 2 . - . and TOYS . - « and TIRES 

400 items in new line attract buyers of Installation is free at Central City, cus- 
all ages, says Central's Erv Korte, with tomer learns from Casper Crivello, left, 
customer. tire department manager. 


bring Central a 46% profit on every 
dollar’s worth sold, are its biggest profit- 


... and Big-Ticket on a Mass Basis 


HOME PLANNING DEPARTMENT accounts for 13% of Cen- 
tral's sales. At Central City, suburbanites make their selections 
from 12 styles of bathroom lavatories, 12 kitchen sinks, 20 


television sets, 30 radios, 14 refrigerators, 8 washers and 8 
dryers (above), 18 ranges and 4 kitchens. (Also see kitchen 
display. page 49 this issue.) 


What Most Building Materials Dealers 
Can Learn from Central City 


UCCESS in the measure achieved by Central 

Hardware Co. is no accident. Although Central’s 
statistics dwarf most dealers’, the successful retail- 
ing principles can apply to all. 


First is the one-stop Home Center principle. The 
company recognized years ago that lumber and 
building materials are essential to a complete home- 
owner service. Starting with hardware, Central re- 
versed the usual case where the building materials 
dealer expands into hardware to achieve one-stop 
retailing. 


Second is Central’s emphasis on service. The com- 
pany delivers anything free of charge within a 30- 
mile radius. Half of its sales are on credit plans. 
Packaged home improvements are sold with labor 
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subcontracted. Central thus applies “DSC’”—Dealer 
Sales Control—as it is applied by leading building 
materials retailers. 


Third is Central’s strict rules on housekeeping. 
Each supermart is spotless, including the self-service 
lumber bins. A lesson for all dealers. 


Fourth is consumer advertising—2% of gross 
sales—an essential investment for homeowner trade. 


Fifth is self-service. This is not so important in the 
small store as in the supermarket, but self-service 
reduces sales costs and can make the difference be- 
tween profit and loss. It’s essential for “demand” 
hardware and similar items. 


Sixth is location. Too many building materials 








and Service and Credit, Too 


HALF OF CENTRAL’S CUSTOMERS buy items on one of four 
financing plans available to them, at either of two credit 
offices. At special service desk customers may cash checks, 
exchange items or ask for assistance in locating an item. ‘‘If 
it's made, Central sells it,’ they learn. 


dealers will build a retail store on any available 
property. The investment in a 100% retail location 
pays off in store traffic. The trend to Home Center 
stores owned by building materials dealers in or near 
shopping centers recognizes this fact. (Central brought 
in a food supermarket in its new center to build 
traffic.) 

Seventh is use of impulse “specials.” At Central 
City these are stacked in jumbo-size Tote-Carts at 
checkout counters. Each item sold in this way is a 
“bonus profit” purchase. The alert retailer is con- 
stantly on the lookout for impulse items. 


Eighth is precut plywood and hardboard—nothing 
new, but a reminder that handy sizes for handymen 
make retailing sense. 


Ninth is power tool demonstrations. Once again, 
a leading dealer illustrates the happy sales combina- 
tion of wood products and woodworking tools, mer- 
chandised together in the modern Home Center 
store. 





—The Editors. 
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99 Ways to Sell at a 
Profit Against Cut- 
Price Competition 


Art Hood says ‘Here's a 
book | think you should 
have. It gives you suc- 
cessful answers for when 
the buyer says ‘Your 
price is too high.’ In all, 
this book contains 99 
ways to sell at a profit 
shiapiumnie omanient against cut-price compe- 

Building Materials tition. 

ne ‘More than 4,000 top 
dealers have paid a total of almost $400,000 to 
get this same kind of information, as part of my 
Lumber Dealer Management Workshops.” 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

To order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Please send me ___ copies of ‘99 Ways to Sell at a 


Profit Against Cut-Price Competition."’ Money to cover 
is enclosed. 


Name-_ 


Compesy—__. 





ee 





City 





State___ 














Hardware Store Business 


P K TROTWOOD HARDWARE-LUMBER CENTER in suburban area of 
Dayton, which is part of Peter Kuntz Lumber Co. 


PRICING MACHINE can be op- 
erated by store clerk, as shown 
at right. Machine costs $97.50. 
Other models are priced from 
$52.50 to $230. 


ACTUAL SIZE 
sample of price 
labels for mer- 
chandise at P K 
Trotwood. 


PRICE TAGS as used at Trotwood store—above on 
paints, below on hand tools. 


Stock Control is Easy, Inexpensive 


DAYTON 
P RICE-MARKING and product 
identification are two of the main 
ingredients of efficient management 
of a hardware and building materials 
store, according to Ted Tuckerman, 
manager of the diversified P K Trot- 
wood Center near Dayton, part of the 
well-known Peter Kuntz Lumber Co. 
The P K Trotwood store was opened 
in 1957 as a one-stop shopping center 
for both contractors and homeowners. 
The store stocks lumber, building ma- 
terials, modernization packages, paint, 
hardware, housewares, garden supplies, 
home decoration and seasonal toys. 
Because of a growth in the num- 
ber of departments, the need for a 
stock control system became apparent. 
Manager Ted Tuckerman solved the 
problem with an inexpensive, hand- 
operated Dial-A-Pricer price-marking 
machine which uses small pressure- 
sensitive labels. The result is two lines 
of complete, readable selling infor- 
mation on each label. (See illustra- 
tion above.) 
The top line designates date the 
item was purchased and the depart- 
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ment number. For instance, “C8” in- 
dicates that the merchandise was 
bought in March of 1958—“C” cor- 
responding to the third month and 
“8” for 1958. 

Departments (upper right hand fig- 
ure) are numbered from one to six 
at Trotwood. The bottom line con- 
tains the retail price of the item. 

The P K Center deals primarily 
with only one hardware jobber, Bost- 
wick-Braun of Toledo, so it isn’t nec- 
essary to identify the supplier on 
most of the store merchandise. Tuck- 
erman orders every Monday from the 
jobber and delivery is every Thursday. 
This eliminates the need for a stock 
room. A minimum amount of goods 
is kept on hand so that everything is 
on the showroom floor. 

Control. The information on the 
label enables the manager to deter- 
mine what goods are moving faster 
than others by noticing when it was 
purchased. When a slow-moving item 
is discovered, it is then marked with 
“drop label.” This means that this 
merchandise is not to be reordered. 

Seasonal toys are marked different- 


ly from other merchandise. On the 
top line of each label the first letter 
designates the year in which the toys 
were bought, i. e. “B” meaning the 
second year in toys. The rest of the 
information on the top line gives the 
catalog number of the toy. The bottom 
line indicates the retail price. 

Each year toys are bought in Sep- 
tember and are price-marked with a 
different color label than those from 
the year before. Inventory is taken 
every October. Toys bought the pre- 
ceding month are not entered in this 
year’s inventory, but toys bought the 
year before are. Thus the reason for 
different colored labels. 

A “hardware turn-over handbook” 
is used for inventory. Each item is 
entered on four pages. Each page 
contains the identity of the item, mini- 
mum amount to stock and retail price. 
Two of the pages also include the 
cost of the merchandise and the year- 
end inventory. One with cost is sent 
to the home office and one is kept 
in the store control book, while the 
two without cost can be used as price 
pages in the retail counter sales books. 
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It’s easy to sell “off the shelf” 





Average $135 profit per unit in just 5-minute talk with customer! 


J FULL CAPACITY WOODWORKING TOOLS 
IN ONE SPACE SAVING, MONEY MAKING UNIT! 


» 9” Table Saw Power Mount... 
° 12” Disc Sander _ for attachment of jointer, 
34” Lathe bandsaw, jig saw, belt 
: s sander, compressor-sprayer 
Horizontal Drill — __ insures repeat sale traffic 
© Vertical Drill and continuing profits. 
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Hundreds of thousands of SHOPSMITHS have been sold by dealers 
who formerly said they had neither the space, nor the time, nor 
the technical knowledge to sell power tools. With little more effort 
than it takes to sell a small shelf appliance, SHOPSMITH gives you 
a ‘‘big ticket"’ sale and profit. SHOPSMITH builds traffic, commands 
attention . . . creates interest and profit out of all proportion with 
the small space it occupies (2 x 6 foot sales area). 


And here’s powerful promotion to help you: 

Generous new dealer discount; ‘‘Scheduled Shipment’’ plan for 
low inventory . . . quick turnover; powerful national advertising in 
Saturday Evening Post, True, Better Homes & Gardens, Popular 
Science, Popular Mechanics and Mechanix Illustrated; T.V., radio 
and newspaper advertising nationally; exciting consumer incen- 
tive programs. 


Limited number of valuable franchises available now. Write for complete details. 


YUBA POWER PRODUCTS, INC. 


830 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Manufacturers of SHOPSMITH, SAWSMITH, CHOREMASTER and MIGHTY MOE. 


Circle No. 17 on Handy Cover Card 
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TA poor GRILLES 


are available 
in 3 Rust Proof 
Tarnish Proof 


LIFETIME 
FINISHES 


%¢ ALACROME 
*: ALBRAS and 
tz ALBRIGHT 


/MACKLANBURG-DUNCAN CO. 





M-D PUSH GRILLE NO. 11 


Made especially for storm doors. Available for 32” or 
36” door. 12” high. 


M-D PUSH GRILLE NO. 12 


A handsome grille made especially for storm doors. 
Available for 32” or 36” doors. Grille approx. 12” high. 


M-D PUSH GRILLE 
NO. 6 


For aluminum or wood doors. 

6” high for 21”, 23” and 27” 

insert panels and for regular 
32” or 36” doors. 


M-D PUSH GRILLE 
NO. 4 


A graceful and very inexpensive ™ 
push grille. 4” high for 32” or 
36” doors. 
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5 PUSH GRILLE 
[MAG | NO. 414 
Diagonal bars adjust to door 
width. In 2, 3 or 4 bar styles 
for 32” or 36” doors. 


PUSH GRILLE 
NO. 16 
For aluminum or wood doors 
15” high for 21”, 23” and 
27” insert panels and for 
regular 32” or 36” doors. 


PUSH GRILLE 
NO. 1 
Accordian-like action of this 
grille permits expansion to 
fit all doors. 


Interlaced ribs form strong 
protection. For 32” and 36” 
doors. 


DOOR GRILLE 


For doors or window guards. 
Fits 30”, 32”, 36” and 42” 
doors. 


ORDER TODAY! Your order shipped promptly. Freight prepaid and allowed. All M-D products are 


fast sellers, nationally advertised. 
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M-D PUSH GRILLE NO. 18 


Made especially for combination doors, 16%” 
high for regular 32” or 36” doors 


M-D PUSH GRILLE NO. 15* 


Graceful addition to any combination door; wood or 
metal. 16” high for either 32”, 36” or 42” doors. 
M-D PUSH GRILLE NO. 23 *Initial Optional 
Made especially for 32” or 36” combination 
doors. Approximately 23” high 


























“weed; PUSH BARS FITS-ALL mci) FITS-ALL — FITS-ALL wee FITS-ALL 
a! NO. PB3 say * NO. 5 md, NO. 8 md NO. 9 md NO. FS 


Available as shown or in 2- Fully adjustable for nearly all Features M-D's patented A distinctive grille designed Can be adjusted to fit all 
bar style for regular or jal 


ousie doors for 32”, 36”, 
42” and 48” widths combination doors for most standard size doors adjustable to many others and from 75” to 55” 


standard size screen or metal flower-pot’’ style holder to fit all standard doors and doors from 22” to 30” wide, 


ss mnie fs. Wl of Quality Building Products 


: BOX 1197 
@ OKLAHOMA CITY 1, OKLAHOMA 
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JOBBER DISPLAY in co- 
operation with Andersen 
Corp. pointed out that 
“only the rich can af- 
ford poor  windows."’ 
Units submerged in wa- 
ter promoted use of 
treated wood. 





No Holds Barred in 


Jobber's Fight 
For Wood Windows 


DayYTON 
T A HOME SHOW HERE, Day- 
ton-Akron Sash & Door Co. spon- 
sored a live demonstration to “prove 
that wood windows win over metal 
ones.” Called the “fight of the cen- 
tury,” the entire background of a 
20’x10’ promotion booth was painted 
with “facts concerning metal versus 
wood windows.” 
The competitive pitch is a sample 
of a new type of aggressive promotion 


‘Don’t Meddle with Metal’’ 


The hard fight for wood win- 
dows currently being staged by 
producers and wholesalers gets 
in another punch this month when 
The Crestline Co., Wausau, Wis., 
distributes 10,000 booklets under 
the above title. 

The booklet promotes wood in 
general and the Crestline line. 
Points emphasized are: wood is 
more beautiful than metal; can be 
painted, stained, waxed or var- 
nished; is easily cleaned; has low 
condensation point; fits better; and 
is easier to recognize. 


BEFORE You buy 
Get the Facts 
from your local 
Retail Lumber 
Dealer! 





Promowood 
Council 


ADVERTISEMENT by Promowood Council 
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DID YOU BUY . 
METAL WINDOWS or 
METAL SIDING 

on the premises and claims of 
@®NO MAINTENANCE : 
®NOTroubleor Attention | 
® LIFELONG WEAR L 


ne teld you that aluminum conducts heat (and 


t sit near your metal 
na ut chilling! TOUCH 
the m and you'll see 
STEEL RUSTS! ALUMINUM OXIDIZES & DENTS! 
* WOOD WILL NOT RUST, CORRODE OR OXIDIZE 
TIGHTER THAN METAL! Opens-Closes Easier! 
® Modern precerved WOOD WINDOWS Truly LAST A LIFETIME 


moisture-procf, werp-proof, decoy-proof 


n, ¢ fort & Beauty of WOOD! | 


shows a 





© WOOD) SEAIS 


‘“‘headachey”’ homeowner who purchased metal win- 
dows or siding. Ad cautions ‘‘before you buy, get the 
facts from your local retail lumber dealer!" 


now being used by many wood prod- 
uct producers and wholesalers. 

The referee’s instructions for the 
affray staged by the Dayton-Akron 
firm were: “This is going to be one 
helluva fight, and I ask that no holds 
be barred. It’s high time that you— 
Warm Wood, and you—Cold Alumi- 
num, expose your hands and show all 
your talents. The whole truth must be 
told. OK, boys, start swinging.” 

Dayton-Akron salesmen handed out 
promotion pieces at the show on be- 
half of the company’s retailer cus- 
tomers. “We demonstrated the dif- 
ference in air infiltration between a 
standard wood window unit and a 


standard aluminum unit built in an 
airtight free-standing display,” said 
Ralph Pauley, D-A executive. 

He claimed that it was a KO by 
Warm Wood in the third round of the 
championship fight. He offered area 
building materials dealers Promowood 
Council literature and use of the dis- 
play in local home shows. 

“We feel our home show promotion 
was a great success,” Pauley conclud- 
ed. “I believe we have waited long 
enough to give the people the facts 
about wood. We’ve had them in our 
files for years collecting dust. Let’s 
take them out and do the job we're 
supposed to!” 
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Pratt & Lambert—a paint line as great as all outdoors 


Your market is the great outdoors when you 
sell Pratt & Lambert. Here’s a superb line of 
exterior paints for every purpose in a wide 
range of pleasing Calibrated Colors®. 

Here’s every type of paint for wood, brick, 
metal or masonry-block... for trim, trellises, 
shutters, outdoor furniture... for porches and 
floors. In fact, if your customer can’t find the 


Sell Pratt & Lambert 


right exterior paint, varnish or finish for the 
job in the P & L line, he can’t find it anywhere. 

There’s plenty of good, sound new business 
for you right outside your door, and P& L 
can help you bring it in. Ask your P& L man 
or write us at 75 Tonawanda St., Buffalo 7, 
N.Y. In Canada: 254 Courtwright Street, Fort 
Erie, Ontario. 


... the brand most frequently specified 


by architects, acknowledged by painters to be definitely superior. 


PRATT & LAMBERT-INC. 


NEW YORK e 
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CHICAGO «¢ FORT ERIE, ONTARIO 
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KITCHEN HEADLINE OF THE MONTH: 


Building Materials Dealers Dominate 
Kitchen Specialist School 


CHICAGO- Almost 50% of the students (50 of 102) attending the week-long school sponsored by 
the National Institute of Wood Kitchen Cabinets here last month represented retail building 
materials firms. One lineyard organization sent nine kitchen specialists. 

Fred J. Montiegel, manager of the Institute, said that retail building materials 
merchants are showing a growing interest in selling'kitchen packages, as reflected in at- 
tendance at the Institute. 

"These dealers are really beginning to move in kitchen sales," he declared. Montiegel 
directed a two-day kitchen clinic for the Northeastern Retail Lumbermens Assn. earlier this 
month. 

Interviews by a HMM reporter disclosed that several students have found the Institute 
course sO valuable that they have returned for a second year. 

"My kitchen package sales tripled after I attended the school," declared salesman 
Walter S,. Lockard, C. B. Nettleton, Inc., Covington, Va. "I sold several kitchens through 
the use of color perspective and elevation drawings that I learned at the school. And they 
went for a higher price than my competitors quoted." 

Donald A. Shirley, manager, Robertson Lumber Co., Grand Forks, N. D., said his firm 
sold 19 kitchen packages within eight months after taking the course last year. 

"We find more people are concerned with design than cost," said Shirley. "Learning 
how to design properly helped our kitchen sales." 

Other comments from students back for a second term: 

"I closed many more sales last year after I learned how to make a layout to show a 
prospect how her kitchen would look," said Paul Jewart, vice president, Rural Valley (Pa.) 
Lumber Co. "I expect my kitchen volume to go higher this year." 

"We're starting to grow in kitchen sales," declared Douglas D. Draudt, manager, 
Draudt Bros. Lumberteria, Inc., Hamburg, N. Y. "People have faith in you when you have a 
quality product and know what you're doing.” 

Difficulty in finding a competent, reliable outside salesman has held down kitchen 
sales for Walensky Lumber Co., Sioux City, Iowa, according to Frank Walensky. 

“Every week we run three ads pushing two kitchen packages," he said. "We sell ap- 
Pliances and either sub the installations or have our own crews. We only sold a dozen 
kitchens in 1960. Not because people don't have the money or we can't get experienced 
labor, but because good outside salesmen are so hard to find. I could triple my kitchen 
sales if I could get one good reliable salesman!" 

Comments from other building materials dealers who attended the school: 

We expect a great increase in kitchen remodeling this year. The main thing I 
learned at this school is how to make my advertising more effective.--Robert A. Whiston, 
Standard Lumber Co., St. John, Ind. 

We learned the hard way--that one man has to be fully responsible for a kitchen 
service. I'm glad they emphasized that here. I've gained tremendous benefits from 
this school, especially about layout and planning.--~J. Bert Underhill, kitchen manager, 
Flint (Mich.) Lumber Co. 

Because the company is focusing attention on kitchen packages, there are nine of us 
here, each from ea different yard. Last year we sent two men to the school. By keeping 
up-to-date on kitchen planning, we can help increase our sales. --James E. Mock, sales- 
man, Sutherland Lumber Co., Inc., Des Moines. 

We've been selling kitchen packages in the $1,500 to $2,500 range for several 
years. I've picked up some new ideas that should help me upgrade those sales to bigger 
tickets. --Edward L. Huffman, salesman, LaPorte (Ind.) Lumber & Coal Co. 

In our area a good many kitchen sales are the do-it-yourself kind. There is a 
great deal of interest in kitchen remodeling in rural communities. It's an expanding 
market.--Arnold S. Dowma, salesman, Sutherland Lumber Co., Inc., St. Joseph, Mo. 

We look for good home improvement sales this year. Because we want to get our 
share, I thought I'd better brush up on the newest presentation methods for the kitchen 
package.--Lawrence W. Crawford, Jr., assistant manager, Crawford Lumber Co., Jackson- 


ville, Ill. 
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Spotlight on Walls 


The one-stop building materials retailer's advantage 
in kitchen selling is the trend to emphasize walls, 
floors and ceilings—complementing the cabinets and 
appliances with beauty and color. “Packaged kitch- 
ens” means the works—with full control by the re- 
tailer. 


WALLS, CEILING AND VALANCE are covered with plas- 
tic-surfaced Marlite in kitchen above. Sales pointer: 
washable interior which can reduce maintenance and 
eliminates redecorating. At right, ceramic tiles give 
colorful accent to countertops and backsplash in model 
kitchen at recent National Association of Home Builders 
Exposition. Ceramic tiles now are moving strongly into 
building materials retailer distribution. 


—Courtesy, Amsterdam Corp. 


Packaged Kitchen Trends 


(ROUNDUP CONTINUES ON PAGES WHICH FOLLOW) 


DEALER SALES CONTROL 
(See Page 5) 


MASS DISPLAYS OF KITCHENS are pull- 
ing heavy traffic—and sales—at new 
Central City shopping center supermart 
in North St. Louis County, Mo. Subur- 
banites make their selection Central-sty!e 
from four complete kitchens, two with 
wood cabinets and two with steel; 18 
various styles of ranges; 14 refrigerators 
and 12 various kitchen sinks. Installation 
is subcontracted by Central. (Complete 
report on this one-stop building materials 
and hardware supermart starts on page 
32, this issue.) 





¥. 


Dealers Pick Heavy Traffic Spots 


AXIMUM EXPOSURE is the 

best way to get good kitchen 
leads. This theory is backed up by 
three dealers whose model kitchens 
are shown in these pictures. 

The three dealers are: Clinton Lum- 
ber & Millwork Co., Hoboken, N. J.; 
Mohawk Lumber & Supply Co., De- 
troit and Gilcrest Lumber Co., Des 
Moines. 

The New Jersey firm installed a 
16’ kitchen as shown at right at the 
invitation of Public Service. The dis- 
play resulted in four orders and more 
than 20 inquiries, according to Mrs. 
Minnie Kerr of the firm’s sales pro- 
motion department. 

Clinton’s model kitchen in French 
provincial style is made of fruitwood. 
The top and backsplash is Formica in 
white and gold sequin pattern. In the 
cabinet, right, behind a decorative met- 
al grill, is a section for displaying 
knickknacks, also a snack bar with 
telephone space. Built-ins include re- 
frigerator, oven and stove with a laun- 
dry unit, washer, drier and storage 
cabinets, extreme left. 
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PACKAGED KITCHEN TRENDS 


The French provincial style kitchen 
cabinet and laundry unit was designed 
by Richard Creazzo, owner and presi- 
dent of Clinton Lumber & Millwork 
Co., who has been in the kitchen 
cabinet business for almost 20 years. 
The firm averages about six installa- 
tions each month. 

Mohawk Lumber & Supply Co. 
used the annual home show sponsored 
by the Builders Assn. of Metropolitan 
Detroit in Cobo Hall to exhibit 26’ ot 
kitchen cabinets and built-ins to pro- 
mote the package sale (above). 

Sign on the countertop reads: “You 
will be tickled pink with a kitchen 
like this. Mohawk Lumber & Supply 
Co.” 

Still another method to obtain maxi- 
mum crowd exposure was used by 
Gilcrest Lumber Co., Des Moines. 
Because they are anxious to develop 
home improvement business, banks are 
often glad to install model kitchens. 

Iowa State Bank, Des Moines, re- 
ported 45 active prospects from the 
model kitchen displayed by Gilcrest 
Lumber. 
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EXTRA WALUE* FASTENERS 


5 TIMES 
GREATER THREAD AREA. . 
NO STRIPPING! 


| ___KEYSTONE® rclnonne® | Red Seal® 
|) EXPANSION SHIELDS | LAG SCREW SHIELDS | caixing ANCHORS 


Exclusive Nutstop *Exclusive 4-Directional’ ®Exclusive Red Fibre 
Prevents Expansion Fits Disc Keeps Dirt 
Nut Pullout. ; Irregular Holes. Out of Threads 
CRUDE AS Se RB RES Ee ee ee 


~ DIAMOND PLUS More Than 500 Other Items 
SPRING With “Built-In” Extras 
TOGGLE 


BOLTS t PLUS Exclusive Pole Line Hardware 


af. | FREE SAMPLES 


Wings Form Truss; and Pocket Guide to Better Fastening 
Don't Bear on Bolt. end Request to: 


Bey 


“Ne EES: 


DIAMOND EXPANSION BOLT CO., INC.511 North Avenue, Garwood, N.J. 
Circle No. 20 on Handy Cover Card 





USTIC Woop 


WwooD 
FENCE PRODUCTS 


Manufacturers — Wholesalers 


Expert 
Timbermen 
33 
Years 
in Business 


2M 


Sell Our Nationally Known Fences 


Large stocks in Toledo and at our Yards in the 
Virginias enable us to ship promptly from nearest 
point or we can serve your trucks. 


5 rail. 
Hand split 
chestnut 
rails 
Chestnut 
or locust 
posts, 


WRITE for CATALOG 
of complete lines 


oop PRODUCTS co. ‘led 


Phillips Ave. Ohio 
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WHY IS py) FRAMING 


Because you sell seasoned framing lumber at 


exactly the same grade you ordered: Seasoned framing lumber 
from the Western Pine Association is finished lumber, and graded after finishing! It 
is properly dried at the mills under controlled conditions. This controlled seasoning 
helps the lumber to stay straight and true, maintaining its grade through shipment 
and yard storage. WPA seasoned framing lumber reduces yarding and handling 
costs—it can be piled solid without separator strips; it’s lighter, easier to handle. 


The result: more profit for you! 





“ 
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NEW! WPA QUALITY-CONTROLLED FINGER-JOINT STUDDING! 
Available in standard 8’ lengths, these newly developed studs are glue-bonded at 
precision-machined finger joints. WPA Finger-Joint studs meet FHA Minimum 
Property Standards for residential studding. They are especially straight, strong and 
thoroughly seasoned for maximum durability and performance. Order now! 


Western Pine Association mills produce highest quality FRAMING: SHEATHING and J 





LUMBER MORE PROFITABLE? 


Because the quality of (Wry) seasoned framing lumber 


keeps your customers coming back: The Western Pine Region 
contains large tracts of slow-growing virgin timber. This slow growth process pro- 
vides WPA lumber with greater inherent stability. This inherent stability further 
helps the finished lumber to remain straight and true. Quality builders know that 
WPA seasoned framing lumber is lighter and straighter—reducing labor costs, 
yet providing them with a truer framework. 

The result: faster turnover and repeat lumber sales for you! 


Has Inherent Stability Creates Repeat Sales 


Next time you order, specify 


oe PINE canseuiicinae FRAMING LUMBER 


QUALITY GRADED LUMBER 


ON BUILDING, PORTLAND 4, OREGON 
O WHITE PINE * PONDEROSA PINE * SUGAR PINE * WHITEFIR *« INCENSE CEDAR » LARCH 


RUCE e WESTERN HEM 


UGLAS FIR « RED CEDAR e« LODGEPOLE PINE ¢« ENGELMANN SPI 


SHEET- BOARD: DECKING: SIDING: PANELING: FINISH: MILLWORK: MOULDINGS 
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Mitcherlashions, me 


HEADQUARTERS in a remodeled store draws off-the-street 
traffic from its strategic site. 


kitchen tashions 


by Northern Indiana Lumber Co, we 


Opens Separate Showroom for Kitchen Sales 


¢ Homeowners, contractors and tract builders find Kitchen Fashions, 
a building materials dealer subsidiary, is the best place to select the 
kitchen of their choice. 


¢ Specialists, operating under the direction of manager Jerry Schaub, 
sold and installed over 200 kitchens in their first full year of opera- 
tion in northern Indiana. 


* Kitchen sales oftentimes lead to extensive house remodeling, points 


out Schaub, and these are profitable big-ticket packages that only a 
combined lumber dealer-kitchen specialist can handle. 
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HAMMOND, IND. 


HY SHOULD A_ RETAIL 

BUILDING MATERIALS 
DEALER concentrate on kitchen sales 
as his major home improvement pack- 
age? 

Because this big ticket package of- 
fers the best profit with the least vari- 
able labor cost and because most of 
the selling price is in materials, not 
in labor. 

That answer by Jerry Schaub, sec- 
retary-treasurer of Northern Indiana 
Lumber Co., Inc., is based on plenty 
of experience in selling home improve- 
ments, including kitchens, in the 
Hammond, Ind. area. 

To eliminate the costly variables 
and increase his profits, Schaub de- 
cided to open a specialized kitchen 
center entirely separate from the main 
yard operated by his father, Ray 
Schaub, a former president of the 
National Retail Lumber Dealers As- 
sociation. 

Kitchen Fashions, as Schaub named 
the subsidiary operation, is located on 
heavily-traveled Indianapolis Boule- 
vard, 15 miles from his father’s build- 
ing materials yard. In his first com- 
plete year in the new location, Schaub 
turned about 80% of his leads into 
sales, compared with about 50% at 
the old location. 

Four salesmen. Although he has 


prefer doing business with a well-estab- 
lished firm. A big plus for a building 
materials merchandiser tied to kitchen 
sales is his ability to handle other re- 
modeling coincident with the kitchen 
sale. Added rooms and room conver- 
sions have often been sold by Kitchen 
Fashions at the same time as _ the 
kitchen job. 

Schaub finds kitchen business origi- 
nating from a variety of sources. Quite 
a few kitchens have been sweat-equity 
jobs; one builder walked in with a 28- 
home project; other jobs have come 
from seven or eight carpenters who are 
building their own homes. 

Kitchen Fashions sold 18 apartment 


jobs in Hammond alone last year, 
besides a number of institutional jobs 
including two clinics, a fire station 
and a police station. Jerry’s brother, 
Dick, a real estate developer, installs 
units from Kitchen Fashions for his 
tract projects. 

Kitchen Fashions’ 
work from bonafide leads—home- 
owners recommended by previous 
customers, coupon leads from news- 
paper advertising and leads resulting 
from direct mail promotion. 

Salesmen work on a. salary-plus- 
bonus schedule based on a realistic 
annual quota for each man. Jerry 

(continued on page 57) 
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complete kichen remodeling - 


STATEMENT 


“KitehenF4SHi0NS tein 


resdentat 


7029 INDIANAPOLIS BLVD. HAMMOND, INDIANA 


TERMS: ALL BILLS DUE AND PAYABLE BY THE 10TH OF THE MONTH FOLLOWING DELIVERY 
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BALANCE 


four outside salesmen and does reg- [- $$ — -— 
ular newspaper advertising and oc- a santana se ess | 
casional direct mail, Schaub has been z 
pleasantly surprised by the amount of 
walk-in business, helped by effective 
window displays and painted signs 
across the building promoting nation- 
ally-advertised built-ins and services 
offered by Kitchen Fashions. 

In its first full year, just completed, 
Kitchen Fashions sold 200 kitchens. 
Schaub believes the potential is almost 
unlimited, even with five good com- 
petitors in the area and others taking 
a bite of the business. 

Besides a strong sales organization, 
a good installation crew and nationally- 
famous line of cabinets and built-ins, 
the big advantage held by Kitchen 


creoirs | 


BALANCE FORWARDED 





This ia not an inoices--but an imitation for you to| viait Ome. 
built-in custom kitchen center. 
Of course you want your new kitchen to} be beautifully) atyled--- 


leit clin 2t conse £0 putting gous hitehen £0 week, comuenience 
will get your #/ vote. | 
Convenience takes proper price planning. 

Our expert kitchen plaming staff can help you plan the Kitchen 
that's just right for y n't you come in| and "talk 
kitchens’ with ua, in o : 

Fashions is its close lumberyard tie, Stop in today and seced 28 page Kitchen Planning 
an edge held by no other kitchen spe- Book o2 wail the enclo 
cialist in the area. : 

This advantage works many ways. It PS 
immediately establishes a good line. of Some of ont brand nase 
St. Charles Kitchens 


credit with suppliers with whom . 

Schaub wants the best possible deals. won 
Kitchen Maid Cabinets Merritt 

Nevanar Cabinets igidad. id 


And it promptly enables him to capi- 
talize on his reputation as a reliable 

Thermador R. C. A. Whialpool 
Nutone Chambers 


business firm that is here to stay and 
"Sewing the Calumet Region for over half a century" ] 











consequently will stand behind its jobs. 
That is why the full name of the 
new operation is Kitchen Fashions by N 


Hotpoint | 








Northern Indiana Lumber Co., Inc. 
This tie in is worth many thousands of 
dollars in prestige and buying power, 
Schaub is convinced. 

Plus advantage. And homeowner 
customers, other factors being equal, 





UNUSUAL DIRECT-MAIL prepared as a statement, invited prospects to visit the Kitchen 
Fashions center or send for 28-page kitchen planning book. Names of 15 major 
suppliers were listed in a postscript. 
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FULL-SCALE MODEL with cabinets, built-ins and work space is one of 
three kitchens where sales manager Hall can demonstrate all the 
features. 


kitchen fashions 


by Northern Indiana Lumber Co. we. 
played on one side of a storage cabinet. DISPLAY ROOM 


OPTIONAL CABINET HARDWARE is dis- 


-ORMICR Cor0ns 
| # 
é 


itchenashions. =f 
by Northern Indiana Lumber Co. me 


PLEASANT SALES ATMOSPHERE, pic- 
tured in scenes at right, which includes 
manufacturers’ literature, cabinet finish 
samples, countertop swatches, ceiling 
and wall panel samples. 
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AMAZING STORAGE AREA with special 


shelves for canned goods delights house- 


wife. 


SAMPLE CABINETS in various woods and 
finishes are shown on two walls of one 
room. 





KITCHEN FASHIONS 


(begins on page 54) 





believes that a good kitchen salesman 
can earn $5,000—$17,000 annually. 

Staff sales meetings are held every 
Monday morning when every aspect 
of the business is examined. One morn- 
ing, for example, the loan officer who 
handles property improvement loans 
at the local bank explained how these 
loans are processed. 

Salesmen were picked from respon- 
dents to a newspaper ad. The sales 
manager, Harry Hall, who had 
three years of previous kitchen sales 
experience, was hired at 4 p.m. the 
day the ad ran. One salesman had 
worked previously in a plumbing sup- 
ply house and another as a florist. 
Each was given aptitude tests in co- 
operation with St. Charles Kitchens, 
one of Schaub’s suppliers. 

Schaub believes that a salesman’s 
time should be spent selling. As soon 
as the job is sold, the salesman’s re- 
sponsibility ends. Collecting and job 
supervision is left with either Schaub 
or Hall. 

Sales steps. After qualifying the 
customer at the Kitchen Fashions 
showroom, where the first customer 
contact always takes place, the sales- 
man calls on the homeowner to make 
cabinet and countertop estimates, 
carrying descriptive product sheets 
with him, also an eight-page check 
list covering basic requirements such 
as product and design information; 
appliances and fixtures; measuring 
check list; decorating and appoint- 
ments; labor requirements—plumbing, 
electrical, carpentry, etc. 

This detailed check list helps elim- 
inate the need for callbacks. The sales- 
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SALES TEAM study plans over manager 
Jerry Schaub’s shoulder. Left to right, 
Larry Sklam; sales manager Harry Hall 
and office manager Curt Williams. 


man will usually sketch three or four 
basic layouts for the customer and he 
is held responsibile for getting all es- 
timates on labor and materials for his 
jobs. 

Customers visit the showroom to 
select cabinets, built-ins, countertops, 
floor coverings and accessories before 
the final estimate in the closing room, 
which is equipped with samples and 
models of all the basic products go- 
ing into a new or remodeled kitchen. 

Either sales manager Harry Hall 
or manager Schaub sit in on the final 
customer conference, which always 
takes place in the Kitchen Fashions 
closing room. Financing is generally 
arranged through a local bank. 

Most payments are made on this 
schedule: one-third when the order is 
placed; one-third at the time of the 
first materials delivery and one-third 
on job completion. About 10% of the 
jobs are for cash. 

After the first home call, negotia- 
tions continue in the Kitchen Fashions 
showroom. 

“It’s a case of where we lead the 
customer, not they leading us,” says 
Schaub, “since we have a _ valuable 
service to offer. We make the ap- 
pointments and set the time. By cen- 
tering all customer contacts around 
the showroom, we avoid the home 
distractions of children and TV.” 

Competitive pride. Because of 
their buying power as a distributor 
as well as a dealer, Kitchen Fashions 
is able to meet most prices. A pros- 
pect who is unusually price-conscious 
is encouraged to shop around. 

Although a package price is offered 
on a complete job, customers can 
buy their appliances elsewhere if they 
can get a better deal and this occasion- 
ally happens. 

Kitchen Fashions has its own three- 
man crew and two other crews to 
draw on. Schaub figures that a good 
three-man crew can finish 10 kitchens 

(continued on page 59) 
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Doors Slide on Scottie | 


Scottie Series 2050 for 1%” 
doors—with reversible 
hangers. Choose from 
twelve Scottie models, in 


standard and fascia styles. 





Four million, two-hundred thousand, to be exact. Since 
1953 more by-pass doors have been hung on Scottie than 
on any other track. Builders learned then, and remain 
convinced today, that there is a difference in popular- 
priced track sets. They'll tell you Scottie goes in quickly, 
adjusts in seconds, lasts a housetime and is competitively 
priced. That’s why most builders take to Scottie right away. 


Kennatrack also makes steel pocket-door frames, 
folding door hardware, folding door units, 
pocket-door locks and flush pulls—338 cataloged items 
in all. Before planning your next house, why not 
thumb through our 32 page catalog? 

We'd be pleased to send you a free copy. 


KENNATRACK 


KENNATRACK® CORP. 
3933 East Jackson Boulevard, Elkhart 5, Indiana 


e 
A Subsidiary of Products Co. 


In Canada, Kennatrack Division, Ekco Products Company (Canada) 
Limited, Scarborough, Ontario 














Custom Kennatrack for custom-built homes...there is no 
finer. Custom 600 FA (left), for 1” to 1%" doors, allows instant 
door mounting and finger-tip adjustment. Custom 600 (right), 
for 1%” to 1%” doors, is the accepted standard for wardrobe 
installations. 
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HOUSE REMODELING is sold with complete new kitchens. Room addition with separate 
dining-living area and kitchen, above, is a big-ticket job that is done best by a build- 
ing materials dealer such as Northern Indiana Lumber and its Kitchen Fashions center. 





KITCHEN FASHIONS 
(begins on page 54) 





a month, if the remodeling isn’t too 
extensive. 

By surrounding themselves with a 
prestige sales atmosphere, reinforced 
by complete lines of quality products 
and qualified personnel, Kitchen Fash- 
ions gives the impression they have 
everything a customer could possibly 
want int a modern kitchen. 

“We try and put everything on a 
professional plane as much as possible” 
explains Schaub. 

The three keys to a successful kitch- 
en operation, Jerry believes, are 
handling the right products, buying 
right and being staffed by the right 
personnel. He estimates $25,000 as the 
minimum investment for a good kitch- 
en operation. 

Sales tools. Black-and-white photo 
enlargements of completed jobs, sup- 
plemented by colored slides, are used 
extensively as selling tools. Polaroid 


pictures are taken on the first home 
call as sketching and estimating aids. 

Both Kitchen Fashions and its home 
office, Northern Indiana Lumber Co., 
keep a duplicate set of books so a 
careful financial watch is kept on the 
kitchen operation. While most of the 
paperwork is handled at Kitchen Fash- 
ions, checks are written at the home of- 
fice. A perpetual inventory system is 
maintained. 

Kitchen Fashions has six people on 
its staff, exclusive of the installation 
crew. Jerry Schaub is manager of 
Kitchen Fashions and secretary-treas- 
urer of Northern Indiana Lumber Co. 

Kitchens generally offer the most 
profitable package sale, Schaub em- 
phasizes. Frequently included is ad- 
ditional remodeling, which only a 
building materials dealer is qualified 
to handle. 

In conclusion, Schaub advises deal- 
ers to establish a kitchen operation 
entirely separate from their main 
business and staff it with specialized 
personnel. If unable to do this, he 
advises them to stay out of the pack- 
aged kitchen business. 





Temple Announces New 
Home Improvement Promotion 


HoustoN—The 38 managers of 
the Temple Lumber Co. yards 
throughout Texas heard plans for a 
home improvement promotion planned 
for their three Houston yards at the 
annual 1961 sales meeting held here. 

Homeowners may call or visit any 
of the three Temple yards in Houston 
and receive a copy of Home Modern- 
izing Guide with 136 pages of helpful 
home modernizing ideas. 

T. Latane Temple, general manager 
of Temple Lumber Co., said the pur- 
pose of the meeting was to “formulate 
a new campaign to expand our present 
building services and provide new 


community service to the home- 


owner.” 


Richheimer Announces Course 
For Modernization Salesmen 


New York—Joseph J. Helfen- 
stein, training director of Richheimer 
Modernizing Systems, Inc., has been 
named general manager by president 
Charles Abrams. Robert Driscoll, 
former vice president and general 
manager of Herbert Richheimer of Pa. 
has been named training director. 

The fifth training session for man- 
agement personnel started April 10. 
The first 52-day training class for 
modernization salesmen begins April 
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greatest 


SALES-MAKER 


in sliding door hardware 


KENNATRAce 
e x : 


KENNATRACK SELLING CENTER 
Available at very nominal cost from 
your Kennatrack jobber 


Compress all sliding door hardware into 
less than 414. feet and watch stock turn 
over as this display sells for you. Selling 
Center cuts personal sales time as it 
stimulates more new-home and re-mod- 
eling track sales. Here’s why: 


FULL STOCK: Accommodates track sets, 
flush pulls, pocket-door locks. 


SALES AIDS: Includes three working 
models, full literature. 


WRITING TABLE: Practical aid to floor 
salesman and customers. 


It’s fine furniture, too. With its misty 
walnut finish, stylishly tapered wooden 
legs, satin black track holders, this 
display will last for years! 


© See it seo in S¥EREO I 


Stereo color, dimen- 
sion tells in seconds 
how display will look 
in your store. Write 
for free “‘real as life”’ 
stereo viewer. 





Firm__ 





Address__ 





City_ __State —_ 
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KENNATRACK 


a 3933 E. jackson Blvd. 


Elkhart 4, Indiana 
Circle No. 24 on Handy Cover Card 
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PACKAGED KITCHEN 
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MODEL KITCHEN exhibited by 
Doane & Williams in Home Im- 
provement Show booth was re- 
sponsible for sales and many in- 
quiries. Created especially for the 
show, the kitchen does triple duty 
as model in D&W showroom be- 
fore and after home show. 


DRAFTSMAN-SALESMAN uses scale models, before-and-after 
pictures and colored slides. Most valuable are the colored per- 


spectives with floor plans. 


~~ 


HOUSEWIFE EXAMINES storage space in D&W model show- 
room kitchen under the watchful eye of Bob Zellan, vice 
president and head of the kitchen department. 


Designer-Salesmen Key to Deluxe Market 


It's the best year yet for packaged kitchens, 
says New England lumber dealer, who sells 
quality big-tickets. Sales include appliances. 
Do-it-yourself also promoted. 


WILLIAMSETT, Mass. 

NY building materials dealer go- 

ing into the kitchen business must 

have the ability to solve unusual prob- 

lems that never confront the non- 
kitchen operator. 

“As important as anything else,” 
explains Bob Zellan, who heads the 
kitchen department at Doane & Will- 
iams Co., “is the guts to stick it out 
when troubles develop. 

“We have often wondered if we 
were right in pursuing kitchens when 
so many building trades must be co- 
ordinated,” added Zellan, “but we 
have proved that $6,000 sales and 
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$8,000 sales can be profitable.” 

Last year was Doane & Williams’ 
best year in kitchen sales, both in 
dollar volume and units installed. 
“Kitchen sales,” says Zellan, “totaled 
about 20% of the firm’s total volume.” 
It is one of the most important of 
the firm’s big-ticket packages, with 
room additions and garages also high 
on the list. 

To handle the increase in business, 
a second designer-salesman was added 
to the staff. Each salesman is respon- 
sible for the complete job, including 
design, purchasing and _ installation. 
When a job requires two men, they 


work together, reporting to Bob Zel- 
lan. D&W guarantees the job and cus- 
tomer satisfaction. 

Although installation is handled by 
sub-contractors, who guarantee a firm 
labor price, cabinetmakers in Doane 
& Williams’ own shop can handle 
emergency installations. In addition, 
D&W has furnished on-the-job advice 
to do-it-yourself customers who want 
to save money. 

Joe Basak, temporarily unemployed, 
is a good illustration of this service. 
D&W furnished elevation plans for the 
plumber and electrician hired by Joe. 
They advised on electrical outlets, 
door opening sizes and materials that 
would guarantee a quality job at a 
price savings. 

The result was that D&W sold sof- 
fit material, wall tile, rock lath, plas- 
ter, lumber, paint, two lighting fix- 
tures and an electric clock. Joe figured 
he saved himself $300 by doing the 
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work himself and was so satisfied 
with the result that when he returned 
to work, he talked a fellow employe 
into a kitchen job! 

Design for Appliances. “With lum- 
ber dealer reservations and misgiv- 
ings,” admits Zellan, “we took on ap- 
pliances and we are learning to make 
more money on them. 

“We have the responsibility for de- 
signing them into the kitchen, so why 
not sell them and avoid troubles co- 
ordinating suppliers to the job?” 

Extensive remodeling is often in- 
volved in a kitchen job, especially if 
built-ins are part of the package. This 
is the basis of another argument used 
by D&W for buying quality. 

“Why not spend a little more for 
quality all around—recessed lighting, 
better fixtures, etc. to complement the 
expensive built-ins?” they ask, quite 
sensibly. 

Advertising. D&W has been too 
swamped with leads to require much 
advertising. Recommendations by for- 
mer customers have been the No. 1 
source of leads. 

Exhibits in their own special show- 
room, where two models are on dis- 
play, have led to many sales. A kitch- 
en booth at the Home improvement 
Show, Springfield, drew leads which 
filtered in many months afterward. 
A curved wall display and island 
were used as a variation from the 
common “U” and “L” design. 

“The curved wall in a large, old- 
fashioned kitchen,” points out Zellan, 
“permits an additional closet for built- 
in storage, hi-fi and bookcase arrange- 
ment.” 

Doane & Williams get triple mileage 
from their Home Improvement Show 
exhibit by showing the model kitchen 
on the sales floor before and after 
the show. Newspaper publicity tied 
the kitchen to the show, which re- 
sulted in many leads, nine considered 
firm orders. 

Sales tools. Colored perspective 
drawings are the best sales tool, 
Zellan believes, but his staff uses be- 
fore-and-after pictures, colored slides 
and scale models. 

Yellow pages of the phone book 
and occasional newspaper ads effec- 
tively supplement other sales tools. 


=. 


DO-IT-YOURSELF CUSTOMER Joe Basak 
received plenty of free advice from D&W, 
enabling him to save over $300 on his 
new kitchen. He was so enthusiastic that 
he sold a fellow employe on a similar do- 
it-yourself installation. 
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Why do so many building supply and hardware dealers tag Griffin as 
“A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 
Company, Erie, Pennsylvania. GRIFFIN HINGES 
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speeds up our operation” 


says Harry S. Burson, Owner 
Bay Hardware, Bay Village, Ohio 


“Selling, today, demands quick, efficient serv- ‘‘Another reason I like L-O-F Window Glass,” 


ice. That’s why I like L-O-F Window Glass. 
Its easy cutting speeds up our operation. My 
veteran employes—even our recently hired, 
part-time high-school boy—can cut all sizes 
quickly, without expensive waste. 


says Harry Burson, “is because of my L-O-F 
Glass Distributor. He always gives me prompt, 
efficient service. And he supplies me with 
L:O:F Sales Aids which help me merchan- 
dise my glass department.” 


SELLING AIDS FOR 1961 SPRING SELLING SEASON 


Order from your L:O-F Glass Distributor (listed under ‘‘Glass’’ in the Yellow Pages). 


ad 
Lessv Owens 


WG-54 Window glass-rack sign of 
lightweight aluminum. Bright red, 
blue and white. Size 24’’ x 6”. 


WG-24 Decalcomania (red, white 
and blue) for store window or door. 


” 


Size 10” x 54%”. 


WG-2 Press-sure-seal® envelope for 
small items such as glazing points, 
etc., sold across the counter. 5” x 3”’. 


tor] onzorr® \ 


WG-20B Booklet on selling window 
glass; ways to stock and merchan- 
dise it; glass-rack designs. 16 pages. 


WG-23 Do-it-yourself stuffer tells 
customers how to replace window 
glass. Attractive. Two colors. 


WG-3 New acetate sign, 20’ x 24’. 
Kleenstik®, top and bottom, for easy 
application on window or door. 


LIBBEY-OWENS-FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEDO 1, OHIO 
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PACKAGED KITCHEN TRENDS 


Supplier Trains 
Dealers; Helps 
Promote Clinics 


COUNTER SPACE UTILIZATION for maximum efficiency is ex- 
plained by Albert Watson, kitchen planning expert for Gregg 
& Son, Inc. at one of a series of kitchen clinics sponsored by 
Diamond National Corp. in their New England stores. 


Gregg & Son, Inc., Nashua, 
N. H., manufacturer-distributor, 
looks for a 20% sales pickup 
this year with the help of dealer 
sales aid program. Most of com- 
pany’s customers are retail build- 


ing materials merchants. 


ITCHEN SALES for retail build- 

ing materials merchants in New 
England and New York have picked 
up measurably since Gregg & Son, 
Inc., Nashua, N. H., millwork manu- 
facturers and distributors, began their 
two-way merchandising program to 
reach their dealer accounts and the 
ultimate consumer. 

This program (1) educates Gregg’s 
dealer-customers in the fine points of 
kitchen design and sales through spe- 
cialized clinics and (2) helps these 
same dealers stage effective clinics, 
open houses or kitchen displays of 
their own to promote consumer sales. 

Some 200 dealer clinics have been 
held since the spring of 1957. Twenty- 
one dealer clinics have been held so 
far this year. Starting some years ago 
with one-day sessions at their New 
Hampshire headquarters for their 
dealer accounts, Gregg & Son, Inc., 
has expanded this program until last 
February the Gregg Kitchen Institute 
drew 118 New York and New Eng- 
land dealers, most of them lumber 
dealers, to a five-day training school 
at Somerset Hotel, Boston. Specialists 
covered such topics as kitchen plan- 
ning, perspective drawing and kitchen 
salesmanship. 

George W. Mernick, vice president 
for sales, believes the Gregg Institute 
is the first sponsored by a manufac- 
turer-distributor in this field. He says 
more of this type of training is nec- 
essary throughout the industry. 

“Both dealers and distributors like 
io get more information on the in- 
dustry—promotion, financing, recruit- 
ing and training of salesmen and many 


64 


f 


Now 


WOMENS’ GROUP listens to Mrs. Genevieve Young, color 


stylist for Gregg, explain special finishes at a clinic for the 
Diamond National retail outlet in Newburyport, Mass. 


sagt: 


if 


CLUBWOMEN CROWD AROUND Mrs. Young to ask questions 
following a clinic in Biddeford, Me. 


other subjects,” Mernick emphasized. 

Expect sales increase. Gregg is 
planning on a 20% sales increase this 
year. To reach this goal, Gregg is 
adding new educational and sales tools 
besides the one-week Kitchen Institute 
and management seminar. These in- 
clude a new kitchen cabinet hardware 
line; the use of art students at certain 
clinics to do free hand sketching and 
coloring of a housewife’s kitchen dur- 
ing clinics; a plan to redesign existing 
dealer displays for additional selling 
features; consultation with dealers 
prior to the holding of a clinic to 


point out the features that have made 
other clinics successful. 

“We stressed in our school the op- 
portunities for using kitchen cabinets 
in various parts of the home and, 
surprisingly, we are now receiving 
orders where cabinets are being used 
in playrooms, living rooms and fam- 
ily rooms,”’ Mernick said. 

The second part of Gregg’s pro- 
gram is aimed toward helping deal- 
ers sell homeowners by such methods 
as an open house; display or demon- 
stration at a supermarket opening. 

(continued on page 66) 
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YOU CAN SELL ROOM ADDITIONS with 
BUILDING MATERIALS MERCHANDISER'S ADservice 


@ Ideas for Ads 
@ Complete Layouts 


® High quality newspaper mat illustrations 


ADservice, produced by Building Materials Merchandiser has 
unique flexibility. If you promote remodeling, illustrations 
are offered on all big ticket packages. And when a multi- 
item ad is planned you have your choice of hundreds of 
product mats. 


There are now 34 mat pages available. Each page sells 
for $3.95, less in quantities, and you get a large heading 
illustration and from six to seven smaller illustrations on 
every page. With each page, we also provide suggested 








layouts and copy. 


Package 2 


Theme and Project 
Ilustrations 


Add-a-room (exterior) 
Add-a-room (interior) 
Add-a-room (sketches) 


Christmas, headline illus. .... 33 


Entrance, before-after 
Family-recreation room... 


Garage converted to room.... 
Get ready for winter 


Home improvement 
(composite) 


Insulation 
Kitchen 


Modernization Magic 
Money to loan 


Outdoor living 


Paneled room 
Planning help 
Plywood 


Screened porch 
Warehouse sale 


Package 1 


Mat 
Page No. 


Theme and Project 
Illustrations 


Add-a-room 
Attic rooms 


Christmas, general 
Christmas, recreation room.... 
Christmas, tools 


Fencing 

Garage selection 

Hardware 

Home workshop, tools 6 
Home improvement for interiors 21 
Insulation 

Kitchen remodeling 


Recreation rooms ..... . 
Spring check-up 


Products and 

Applications 

Adjustable post 

Blanket insulation 

Caulking gun 

Cedar closet lining . ......... 1 
Ceiling tile, insulating 


Ceiling tile, acoustical 
Concrete mix 


Products and 
Applications 
Acoustical tile 
Awning, window 


Caulking 

Christmas patterns .. 
Combination doors 
Combination windows 
Counter top 


Doors, interior 

Fan, kitchen 

Fence, picket 

Floor tile 

Hardboard, perforated 
Insulation, blanket 
Insulation, pouring 


Kitchen cabinets 


Louvered shutters, interior .. 


Lumber, piece-price 


Paint, exterior 
Paint, interior 
Ping pong table 
Plywood 


Roof cement. 
Roofing, shingles 


Storm sash 


Table legs 
Tools, hand 
Train table, plywood 


Wall tile 
Weatherstrip 
Wrought iron railing 


Cornice, plywood 
Counter top 
Cutting board 
Doors, 

Doors, fi 

Doors, 

Doors, { 

Doors, 

Doors, 


Fence, 
Fence, 


Garages 
Garage doors 


Hardboard, perforated 
Hardboard, wall tile. 
Hardware, builders’ . 
Hose, garden 


Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring 


Jalousie 


Kitchen cabinets 
Knotty pine 


Medicine cabinets 
Mortar mix 
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Kitchen Cabinets MAT NO. 256 








SPRING IS THE TIME to establish your yard as headquarters 
for room additions. You can do it easily in your local newspa- 
per with ADservice materials. Page 23, above, in the ad pro- 
gram makes it easy for you to tell your sales story. Prospects 
come to you. You sell all materials. One of your contractors 
is brought in, and you control the sale from start to finish. AD- 
service is not a ‘‘canned”’ ad plan. You get suggested layouts 
into which you place your own ideas, your product lines and 
your services, just as you want to present them. 


Paint brushes 
Paint, exterior . 


Paint interior .. 
Paint, masonry .... 
Paint, roller and tray 


Plywood built-ins 
Plywood handy panels 


Building Materials Merchandiser 
59 E. Monroe St 
Chicago 3, II! 


(Circle pages desired) 


Plywood paneling 


Plywood train base 


Posts, fence 


Roof coating 


Roofing, rol 
Roofing, shi 


Screen doors 


Screen, roll 


Shelving lumber .. 
Shingles, asphalt 


Package 1 
1, 2; 3,458.6; FOS, 10, 14, 92, 19 
44, 13, 16, 12,028. BO, 2, 2¥. 2 


Res 
$3.95 


ngles 8, st 


_____entire package $82.50 


Package 2 

23, 24, 25, 26, 27, 28, 

29, 30, 31, 32, 33, 34 
—_pages @ $3.95 

entire package $44.90 
Send free catalog. an 


Catalog 


Name___—. 


Address_ 
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SUPPLIER TRAINS DEALERS 


(begins on page 64) 





rail or bus terminal, local home show, 
bank or utility office; women’s club 
meeting. 

Supermarket openings have proved 
another good promotional media for 
Gregg. The object is maximum cus- 
tomer exposure of Gregg cabinets at 
low cost. All Gregg dealers in the area 
participate by splitting up the cost of 
50% of the model kitchen to be given 
away; Gregg pays the other half. 

Each person visiting the store re- 


ceives a three-part ticket to fill out. 
The first part gives the ,person’s name 
and makes him eligible for the drawing. 
The second part states: “I would like 
more information on Gregg kitchen 
cabinets, but I do not want anyone to 
call on me.” These people received 
Gregg literature. 

The third part of the ticket stated: 
“I am interested in Gregg kitchen cab- 
binets and I would like someone to call 
on me.” All the participating dealers 
were listed on the ticket and the cus- 
tomer checked off the dealer he wished 
to have call on him. 

The first promotion of this type re- 
sulted in approximately 270 who want- 
ed someone to call on them, the second 
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Sugar Pine 

Ponderosa 

White Fir 
Incense Cedar 


Telephones: Sonora 


GOLD MEDAL 


THE LUMBER THAT MEASURES 
UP TO YOUR CUSTOMERS’ WANTS 


No matter what yardstick of lum- 
ber value you apply, Pickering 
“‘Gold Medal’ measures up to 
your most exacting customer’s de- 
mands. It’s the kind of lumber you 
delight in showing, recommend- 
ing, selling. It’s soft-textured, 
altitude grown stock, superbly 
manufactured . . 
Ny “Gold Medal” quality lumber 
should be. 

Try a car of Pickering ‘‘Gold Medal.” 
See for yourself what value you gef. 


PICKERING 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) « 
MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
JE 2-7141 
Tuolumne WA 8-4213 


. everything 


Standard, Calif. 
Tuolumne, Calif. 
TWX: Sonora 116-U 
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promotion approximately 900. 

“In all honesty, we did not cross- 
check the 900 to see if there were 
duplications, but we do know that a 
substantial amount of business resulted 
from this particular opening,” says 
Mernick. 

Gregg has at least two of its own 
people on hand to meet the public 
or actually take part in the program. 
One Gregg consultant shows how a 
kitchen can be started with a few 
cabinets and added to as money be- 
comes available; designs by which the 
consumer can have peninsulas, islands, 
corner treatment, work triangles and 
similar layouts. 

Mrs. Genevieve Young, a member 
of the Gregg organization for six 
years, covers styling for consumer 
clinics and creative salesmanship for 
the dealer clinics as well. 

Dealers who request Gregg assis- 
tance must meet certain prerequisites 
including advance advertising, usually 
door prizes of one kind or another. 
The dealer must state the kind of ad- 
vertising he plans to use and his plans 
for developing an audience. One of 
the Gregg fieldmen will visit the deal- 
er, look over his display and make 
any necessary suggestions for bringing 
it up to date. In addition, he will 
go over successful features of previous 
dealer promotions. 

Experience has proved that only 
those clinics that are carefully planned 
in advance give desired results. 

Two-way help. From Gregg’s stand- 
point, the clinics have resulted in in- 
creased orders almost immediately, 
says vice president Mernick. The deal- 
er becomes aware of sales possibilities 
and the opportunity to retrain his 
salesmen often develops. 

Most dealers experience a definite 
sales pickup following a clinic. The 
outstanding example was a dealer who 
sold 25 kitchens within a three-week 
period following a clinic last fall and 
made 34 sales in the following seven 
weeks. 

Between 55% -60% of Gregg’s kitch- 
en cabinet distribution is through 
retail building materials dealers in 
New England and New York. Wider 
distribution of Gregg products is 
planned. The 142-year-old millwork 
manufacturer maintains branch ware- 
houses in Maine, Connecticut and 
Massachusetts and a branch factory 
in Merrimack, N. H. 


ERE eee 


7 ¥ 
GREGG KITCHEN INSTITUTE, a five-day 
school in kitchen planning, sales and 
management, drew 118 building mate- 
rials dealers and kitchen specialists in 
Boston last February. 
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Men Learn About Kitchens 
From Mrs. Genevieve Young 


OST KITCHEN SPECIALISTS 

could learn a lot about selling 
from Mrs. Genevieve Young—and 
many do. 

Mrs. Young is sometimes known as 
the “Billy Graham of the kitchen cab- 
inet industry” because of her contagious 
enthusiasm. Before joining Gregg & 
Son, Inc. as color consultant, she was 
color consultant for Sherwin-Williams 
Co. 

She is a featured speaker at con- 
sumer kitchen clinics sponsored, by 
Gregg’s dealer-clients and lectures on 
other aspects of kitchen promotion 
directly to dealers. 

She has been an instructor at sev- 
eral schools for kitchen specialists 
sponsored by the National Institute 
of Wood Kitchen Cabinets. She was 
on the program of the Middle At- 
lantic Lumbermen’s Kitchen Clinic 
last year and was one of the principal 
speakers earlier this year at the five- 
day Gregg Kitchen Institute in Bos- 
ton, speaking on color styling, closing 
the sale and creative selling. Most of 
the 118 dealers registered were retail 
building materials dealers. 

Just to prove that her talk wasn’t 
all theory, Mrs. Young developed 26 
qualified kitchen prospects in the deal- 
ers’ own showrooms during this peri- 
od and secured deposits from six of 
them. She turned her leads over to 
participating dealer salesmen, who 
sold 15 of the remaining 20 prospects. 
The average sale was $2,500. 

Tips for salesmen. Mrs. Young 
gives these tips: concentrate on selling 
the homemaker—54% of her time is 
spent there; know your competitor’s 
merchandise as well as your own; on 
a call, always carry color and design 
samples with you, along with financ- 
ing plans and a price list; be well- 
groomed and enthusiastic. 

On staging kitchen clinics: advertise 
widely and provide sketch sheets so 
women can show their present kitch- 
en dimensions; offer incentives to 
womens’ organizations to get a good 
turnout; have homeowners fill out 
cards indicating their interest in kitch- 
en remodeling; show before-and-after 
kitchen improvement films; encourage 
women to inspect model kitchens and 
ask you questions; have salesmen follow 
up fast for specific appointments. 

Mrs. Young notes a trend toward 
larger and second kitchens, with more 
emphasis on design and color with 
darker finishes predominating. Manu- 
facturers are using a greater variety 
of wood species and plastic laminates. 

One reason for the upswing in kitch- 
en sales, believes Mrs. Young, is 
because manufacturers are concen- 
trating on retail lumber dealers who 
can sell the complete remodeling pack- 
age. She adds: 

Surveys show that seven of 10 





Now Have the Kitchen 

OF Your Dreams! 
& | Mrs. Genevieve Young, 

be) . Internationally Known 
Kitchen Stylist will be here in our 


KOZY KITCHEN KORNER 


to Solve, Plan & Discuss Your Kitchen Problems 
And Demonstrate The New 


GREGG — 











NEWSPAPER ADVERTISING like this dis- 
play ad run by Chase-Pitkin Home Cen- 
ter, Rochester, N. Y., is a Gregg pre- 
requisite to a clinic promotion. 


homemakers are dissatisfied with their 
present kitchen and want to remodel 
within the next three years. 

More than 81% of all families eat 
breakfast in the kitchen, 74% eat 
lunch and 59% dinner, so it’s an im- 
portant room for the whole family. 

At least 60% of all homemakers 
who have made up their minds to get 
a new wood kitchen can and will 
create this desire in their husbands’ 
minds. 





100 Women Will Consider 
Family Housing Needs 


Cuicaco—Construction and fi- 
nancing of new homes will be one of 
the topics considered by 100 women 
homemakers from all parts of the 
country when they meet here Sept. 
18-21 for the Fifth National Congress 
on Better Living. 

They will meet in a total of seven 
sessions over a four-day period to 
discuss subjects related to the Amer- 
ican home and family. Delegates from 
previous Congresses have averaged 32 
years of age, had 2.3 children whose 
average age was 5.5 years. The medi- 
an family income was $7,300. All 
owned their own home. McCall’s 
magazine sponsors the Congress, an 
outgrowth of the government’s Wom- 
en’s Congress on Housing. 
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Sell complete do-it-yourself 
TERMITE 
PROTECTION 


in your store! 


WAAAAAAPAS AAPA AAS 


<_ 


offers your customers 
an effective, 
economical method of 
subterranean 
termite control! 


Destructive subterranean termites 
do millions of dollars worth of 
damage yearly to unprotected build- 
ings. Professional control methods 
may be involved and costly. But 
now the Ross Soil Injector makes 
it possible for every home owner 
to protect his property against 
damage easily and at modest cost. 
The Ross Soil Injector simply at- 
taches to garden hose, Chlordane 
cartridges are placed in cartridge 
chamber and the injection tube is 
inserted in ground near founda- 
tion wall. When water is turned 
on Chlordane emulsion flows into 
soil to form a uniform lethal bar- 
rier that controls termites 
for years and years. Tested 
and accepted for infesta- 
tions and preventive treat- 
ment. Complete Ross Soil 
Injector Kit includes every- 
thing needed to termite- 
proof average home. Show, 
/ py-\ stock and sell the Ross In- 
\ #x ) jector. It’s a wonderful new 
profit item! 


Send coupon for FREE 


RETAILS FOR $42.50 
information and literature 


ROSS INSECTICIDES, INC. 
115 S. W. 8th Street/Des Moines, lowa 














Please send complete details and ordering 
information on the Ross Soil Injector. 

-4241 
NAME___ : __BMM 424 


STORE_ 


f ADDRESS 
Vcry___ 


STATE_ 
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LOOK FOR 
THE 


©ry The Post That's 


FARM-TESTED 


PACKAGED KITCHEN TRENDS 


ON THE END 


i ee ; Since 1915 over 60 million 
WA hi Ke of these straight, strong, 
ff | durable LONG-BELL posts 
have been installed on the 

farms and ranches of 


America. os , 
3 STRUCTURAL ROD FRAMEWORK of aluminum is 
Pressure-treated with screwed on luminous ceiling panels after base struc- 


100% creosote or with 5% ture is laid and adjusted. 
Penta solution they guaran- = 
tee years and years of trou- 
ble-free fenceline service. 


Stock the famous L-B post 
for real customer satisfac- 
tion. 


manufactured only by 


e 
Wood Preserving 
oo e ¢@ 
Division 
of ae on 
Vi International Paper Company ‘ . si 
y Kansas City, Mo. & DeRidder, La. CABINET DOORS are installed on modular aluminum 


framework of Modulux system. Doors ride on nylon 
bearings in hinges screwed to framework. 


Modular Cabinets For 
Fast Installation 


: = ie The new modular kitchen cabinet system pictured above, 

priced to compete with mass-produced cabinets, is de- 
signed for fast installation in new or remodeled kitchens. 
It is also adaptable to other rooms or to institutions and 
commercial markets. 

Construction. The cabinet system consists of either 
brushed or anodized gold finish extruded aluminum rods 
as the framework. They are precut to standard ceiling 
and cabinet heights and also supplied in continuous lengths 
up to eight feet for horizontal members. 

Base assembly of the cabinets is built in conventional 
manner. Walls and ceiling are accurately marked with 
guide lines for positioning framework. The lines are taken 
directly from an adjustable jig, preset to desired layout. 
this Overhead cabinet framework is roughly preassembled 

“ “He must have on the floor, then screwed to the ceiling. Final alignment 

run a classified ad in of the rane oye is “yee eye nage — struc- 
4 . opp? ture is assembled through use of joiners which have screw 

Building Materials Merchandiser! threads for hardware. This permits the structure to be 
exactly adjusted and allows disassembly without damage. 
Whether you're looking for a new job... _ After all framework is installed and adjusted, shelving 
a new man to fill an old job . . . want to is ae te esd eS ee — mame ewer A 

. : put on and doors hung to adjustable hinges mounted on 
se ba et grt te ee the framework. They ride on nylon bearings. An aver- 

, _ ald y using the Classilie age size kitchen can be completely installed within eight 
pages of Building Materials Merchandiser! man-hours, the maker claims. 

Fiberesin plastic is used for all paneling, doors, coun- 
Building Materials Merchandiser tertops and drawer fronts. No edge banding is needed. 
The system was originally developed by Stanley Hard- 
59 E. MONROE ST. © CHICAGO 3, ILLINOIS ware Div., the Stanley Works. It was field-tested in co- 
operation with Fiberesin Plastics Co. and the National 
Association of Home Builders research institute. 




















April 24, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





. & 


This room appears in full color in full-page Weldwood ads in Life, Better Homes & Gardens, and House 
Beautiful. The paneling is new Weldwood® Charter™ Oak V-Plank®, made luxuriously carefree and 
matchlessly beautiful by Weldwood’s exclusive 18-step furniture finish. You can feel the difference! 


Latest reason for being glad 
you are a Weldwood dealer 


Weldwood ads like this start decorating ideas among 
customers that often lead to big-ticket paneling sales for 
Weldwood Dealers. If you’re not a Weldwood Dealer, here 
are a few facts that may convince you that you should be: 





Weldwood paneling is known and asked for—by name—by wood Send for details 
. oh : Weldwood’s Dealer Profit Development Program 
paneling customers 10 to 1 over any other brand. 


United States Plywood BMM 4-24-61 

ad Ste / gi its 18th year of continuous, 
: United States Plywood is beginning it 50 Wess 008s Glaus: tances as ta, 
compelling national advertising for Weldwood paneling. 
Please have a Weldwood representative cal! on 


me with information on the Weldwood Dealer 


: As a Weldwood dealer you are backed by the marketing experi- wr de dee ainsi aaa 
ence, dealer promotion aids, and the research, deve lopme nt, and on the Weldwood Panel Parade merchandising 


display and the Weidwood Dealer Training Cor 


production facilities of the world’s largest plywood organization. respondonee Cowree 


: Weldwood paneling gives you the largest variety of real wood 
panelings in the broadest price range—by far—of any brand today. 


: You sell quickly, easily, profitably when you put a Weldwood Firm 
Panel Parade display in your showroom. 


WELDWOOD ‘Pakeline 
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more than three times a year! 


Thanks to Acme’s new stock control system 
for faster turnover, higher profits! 


That’s right. Acme—and only Acme—gives you a 
new basic stock line with a plan. The plan reduces 
inventory, keeps stock turning over ... all with 
minimum obsolescence, limited tinting, and minimum 


stock space. Write us for full details today! 


1z—~. . ACME 


QUALITY PAINTS, INC. 


Detroit, Mich. « Burbank, Calif. 
Garland, Texas 





PAINT 














Acme Quality Paints, Inc. 
Dept. 1-41, Detroit 11, Mich. 


Please rush me full information on the new Acme 
paint inventory profit plan. 


NAME 





COMPANY 





ADDRESS 





ees Oe 


CITY 
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CYCLOPEDIA 
OF 
BUILDING 


AMFRICAN LUMREKMAN S 


Cyclopedia —— 


of BUILDING TERMS 


on the FUNDAMENTALS of LIGHT CONSTRUCTION 
¢ LUMBER DEALERS 


Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 
Remitionce must accompony order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Send me________copies of ‘‘Cyclopedia of 
Building Terms."’ Money to cover is enclosed. 


II ciscertisinchy tenet 


Compony___ 

















Letters to the Editor 


Readers Vocal On Boomtown 
Lumber's Remodeling Fiasco 


After reading “Truth is Stranger Than Fiction: Remodeling Sales Hit $37,000 
a Week, Yet Dealer Fails,” BMM, Feb. 13, 1961, one of Boomtown’s con- 


tractor customers wrote: 


“We were all counting greenbacks .. . 


but before long I was losing and 


losing fast.” Chamber of Commerce says, “A graphic lesson for any builder.” 
ses Masonite orders 150 copies . . . Joe Jones, president, Boomtown Lumber 
Co., advises dealers how to avoid a similar catastrophe. 


Remodeling Post-Mortem 


To the Editor: 

Your article (Feb. 13 issue) about 
Boomtown Lumber Co. versus the 
suede-shoe boys reminds me of books 
I've read which started off, “any re- 
semblance to persons living or dead is 
purely coincidental” and then goes on 
to describe a certain person or per- 
sons with unmistakable clarity. 

Here are a few cardinal principles 
for dealers to follow in order to avoid 
the type of chaos we became involved 
in: never, never, NEVER, under any 
circumstances pay a commission be- 
fore the job is complete and the 
money collected; stress the import- 
ance—the make-or-break importance 
—of the ability of the man who 
quotes and sells the job. He has to be 
a man who knows costs and construc- 
tion. He has to be a good salesman 
and he has to be the kind of fellow 
who will walk away from a job if he 
can’t sell it at a decent profit. 

Other musts: close supervision of 
work in progress, an “office” estimate 
of cost on a job before a contract is 
accepted; written contracts for all sub- 
contractors and a signed completion 
certificate on all jobs whether fi- 
nanced or not. 

Of course it’s true that these are all 
very elementary things and maybe 
sounds like the A.B.C’s, but the point 
is that there are plenty of pressures 
brought to bear, with seemingly sound 
reasoning, why any or all of these 
principles could and should be dis- 
regarded. This, coupled with the time 
factor if any volume is attained, makes 
strict adherence somewhat less easy 
than falling off a log—Joe Jones, 
president, Boomtown Lumber Co., 
Boomtown, U.S.A. 


To the Editor: 

Your Feb. 13 issue proved most 
interesting and readable. It accurately 
reflects the time and effort spent in 
developing this story and should serve 
as a graphic lesson for anyone con- 
templating a venture in the home im- 
provement business. 

It is our belief that trade publica- 
tions can perform a vital function in 


helping rid a reputable field of the 
small percentage of unethical opera- 
tors. Articles such as this help point 
out the dangers.—John McGee, man- 
ager, trade practice division, Boom- 
town Better Business Bureau.” 


To the Editor: 

Thank you for the 150 copies of 
your Feb. 13 issue, which I requested. 
As you know, we will be releasing 
this month our Masonite DSC (De- 
sign-Service-Counsel) Home Modern- 
izing Program to retail lumber dealers 
through the country. 

Masonite’s DSC Plan is a service 
and sales program designed to put 
the lumber dealer back in his right- 
ful position of dominance in the home 
improvement market. 

I intend to use your Feb. 13 issue 
as part of our DSC Plan in pointing 
out to dealers the successful experi- 
ence of Rock Island Lumber Co.’s 
remodeling service as well as the un- 
successful experience of Boomtown 
Lumber Co. 

The stories will be helpful to our 
men in proper counseling to lumber 
and building materials dealers who 
want to get into the home improve- 
ment business in the proper way.— 
E. W. Hadland, general merchandise 
manager, Masonite Corp., Chicago. 


To the Editor: 

Just want to commend you for the 
extraordinary job of reporting your 
man did on Boomtown Lumber Co., 
page 50 in your February 13, 1961, 
issue. 

It is not often you have the oppor- 
tunity to read about a failure, especial- 
ly when you are part of it. 

I was (I thought) in on the ground 
floor in this venture, as I was building 
houses and doing remodeling work 
when the fiasco started. In fact, I sus- 
pected there was a tremendous un- 
tapped market in the area for remodel- 
ing and the president of Boomtown 
Lumber and I talked about it for 
months. Than along came smooth-talk- 
ing, suede-shoe salesman Jack White, 
and before long we all were counting 
greenbacks. 
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My job was to do or handle all of 
the carpenter work on a contract basis. 
So as the calls came in for jobs (and, 
believe me, it was fantastic) I started 
my crew on the jobs. Before long I 
realized I was losing and losing fast. 


Anything goes. Boomtown Lumber 
was having trouble getting material to 
the job; in fact, several times the high- 
binding salesmen would promise work 
to start in an impossible time, so to 
solidify (or spike the job) as they called 
it, they would send out any kind of ma- 
terial to the job and many times the 
material had no relation to the work 
to be performed. 

But here I was paying carpenters 
good hourly wages, sending them to 
jobs with the wrong material or with 
back orders, plus the fact that they 
(salesmen) would call me in the eve- 
ning and want me to send men to a 
job the following morning. 

Before long I had jobs scattered all 
over, some needing windows, hard- 
ware and what have you. Now I hired 
more men and tried to check all the 
jobs every day, which was impossible, 
and the salesmen were always pushing 
me to bid on future jobs so they could 
get approval on the contract and draw 
part of their commission. In one 
month’s time I had increased my reg- 
ular crew to 18 men and had about 12 
jobs going at once. 

I was losing my mind and there was 
that awful payroll every week. When 
I started on Boomtown’s business, I 
had two nice contracts for room ad- 
ditions, plus I was finishing one house 
and was about mid-stage on two others. 
So besides getting myself fouled up 
with Boomtown, I was messing up my 
regular business on which I had a good 
reputation. 

Trying to recover. Everything had 
happened so fast, and there I was 
caught! I then informed Boomtown I 
had enough and took no more jobs. 
Then I cut my personnel and took 
each job and personally finished them 
all. I did not leave work undone on 
any job to my knowledge, but it cost 
me dearly. I am still trying to recover 
and am not doing a very good job at 
that. 

I blame nobody but myself and feel 
remorseful about Boomtown, who had 
a solid name in the lumber business 
before this dastardly thing happened. 
They say experience is the best teacher, 
and I hope to God I never get caught 
like that again. However, I imagine 
the same Jack White and the high- 
binding salesmen are doing the same 
thing to someone else in the country 
and your article should help others, | 
hope. 

Almost every contractor I worked 
with in the other trades lost money, so 
as a memento to this error in my 
career, I would like to purchase six 
copies of this issue (February 13, 1961) 
if you have any left. Please relay the 
cost to me and I will scrape up the 
money to send you. Thank you. 


—Name withheld by BMM 
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HOW TO WRAP UP MORE SALES WITH 


CONTINENTAL 
Welded Wire 
Reinforcing 
Fabric 


This drive, reinforced 
i with Continental Welded 

Wire Reinforcing Fabric, 

will look new and attrac- 

tive years after it is laid. 

The Fabric minimizes 
cracks—keeps them 

tightly closed —distrib- in 
utes load stress, actually # / 


F | be 

Sue 
makes the concrete 30 f/+-t+t++ (A 
percent stronger, to last 
years longer! 


Tell your contractor-builders and your do- 
it-yourself customers about the tremen- 
dous advantages of Continental Welded Wire Reinforcing Fabric. 
Mention the greater strength that Continental Fabric adds to every 
concrete job... how it costs but little more, for years longer life. 

And, Continental Fabric is a better fabric because it is precision 
made—electric welded on ultra-modern machines. It is uniformly 
spaced with clean welds. Handles well on the job—splices easy, and 
lies flat and rigid. It is FHA approved and meets A.S.T.M. specifica- 
tions. Continental Fabric does pay off in extra sales because it 
pays off in added value! Order your easy-to-stock supply today. 


PROFIT OPPORTUNITIES FOR YOU IN ALL THESE TYPES OF JOBS— 
Drives, Sidewalks, Patios, Garage Foundations, Parking Lots, etc. 


CHECK ALSO CONTINENTAL REINFORCING BARS FOR HEAVY CON- 
STRUCTION, IN DISTINCTIVE PATTERN FOR GREATER BONDING FORCE 


Every Day, knowing people ask, dt Reinforced" 
CONTINENTAL STEEL 


CORPORATION KOKOMO, INDIANA 





PRODUCERS OF: 15 Types of Farm Fence, Posts, Gates, Barbed 
Wire, Standard Styles of Galvanized Steel Roofing and Siding, Nails, 
Staples, Lawn Fence, Welded Wire Reinforcing Fabric, Continental 
Chain Link Fence, Manufacturers’ Wire, and other wire products. 
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Building 
Materials 


What's the 
Price? 


Green Douglas fir dimension climbed $1 to $2 in price with 
8’ 2x4 studs particularly active. Douglas fir plank and timbers 
also improved. Western pine species are undergoing a market 
upturn, too. 

Sanded fir plywood 4” panels (index AD), after a rise from 
$60 to the year-ago level of $64, was again boosted to $68 a 
thousand sq.ft. Plywood sheathing is also showing the best im- 
provement in the last year with 46” CD bouncing up $14 in 
one month to $94. Later, index panels rose to $72. 

Although down from last year, Southern Pine Assn. mills are 
moving higher in the production picture. Shipments and orders 
rose during March over the like period in 1960. Mills had the 
best sales week since May, 1959. 

Sawmills of the nation produced 2.3 billion bd. ft. of lumber 
in January, a sag of 16% from the same month last year. It 
was the lowest January production since 1949. 


MERCHANDISER 











Current Retail Price Range 


Retail prices to typical one-howse con- 
tractors, based on reports from leading 


Zone 1 
North 
Atlantic 


Zone 2 
Middle 
Atlantic 


Zone 3 
South 
Atlantic 


Zone 4 
East North 
Central 


Zone 5 
East South 
Central 


Zone 6 
West North 
Central 


Zone 7 
West South 
Central 


Zone 8 


Mountain 


Zone 9 
Pacific 
Coast 


dealers received every two weeks by 
Building Materials Merchandiser 


Low High Low High Low High Low High Low High Low High Low High Low High Low High 


LUMBER 
Douglas fir: 


Dimension: 
Std. & Btr. R/L 2x4 green 
Std. & Btr. R/L 2x4 dry 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Std. & Btr, R/L 2x4 dry 
Std. & Btr, R/L 2x10 dry 
Western Pine 
Boards: 
No. 2 & Btr. R/L 1x8 dry S45, shiplap 
No. 3 & Btr. \./L 1x8 dry S45, shiplop 
Southern Pine 
Dimension: 
No. 2 & Btr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x10 dry 
Boords: 
No. 2 & Btr. R/L 1x8 dry S45 or 
D&M or shiplap, dry 
Hardwood Flooring 
Select ook 25/32" x 2)" plein sawed 
No. | Com. ook 25/32" x 2'." pl. sow. 
Interior Softwood Paneling 
No. 2 ponderose pine R/W 
Wood Siding 
Redwood cleer all heart bevel siding 
3/4" x 10" 
“A” cedar bevel siding 3/4"" x 10” 
Wood Shingles 
Ceder shingles 5/2 No. 1 16” - 5X 





PLYWOOD 


Fir, 1/4" DFPA-AD interior give 

Fir, 

Fir 

Fir, 1/2" DFPA-CD sheothing int. 

Fir, 5/8" DFPA-CD sheathing int. give 





MILLWORK 

Phil. mahogany (Lewon) flush door 
1-3/8" 26x68 

Birch flush door 1-3/8" 2-4x6-8 

Double-hung window 2-4x4-4, setup, 
glozed, wectherstripped, belanced 





BUILDING MATERIALS 
Outside white point, first grade 

8d common steel noils, U.S. made 
Min. wool insulation, tull-thick bott 
Ceiling Tile 12” x 12” 

1/2” inswleting building board 
25/32” Insuloting sheathing 

3/8” gypsum wollboord 

1/8" tempered hordboard 

215% thick bett exghalt shingles 




















8.40 13.50 











*Price rise + Price decline 
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FHA Reorganizes For 
Greater Efficiency 


WASHINGTON, D. C.—FHA’s home 
improvement insurance program has 
been reorganized and placed under the 
Assistant Commissioner for Field 
Operations in a move designed to tie 
it closer into other FHA programs. 

In announcing the change, FHA 
Commissioner Neal J. Hardy said the 
new set-up will “give emphasis to the 
important role of Title I in housing 
conservation,” a key feature of the 
Administration’s program. 

He called it “particularly vital” in 
light of legislative proposals to broad- 
en the program, especially in urban 
renewal areas. 

The office of Assistant Commis- 
sioner for Title I and Title I Division, 
as such, were abolished. Roy Cooke, 
who headed the division, resigned in 
early March to return to private busi- 
ness. 

Operating policies, procedures and 
interpretations of the home improve- 
ment program will be handled by the 
assistant commissioner for field oper- 
ations, now filled on an acting basis 
by Carlos W. Starr. 

The old Field Supervision Section— 
retitled Title I Lender Examination 
Section—with its function of super- 
vising and directing surveys of Title 
I lending institutions, was transferred 
to the Assistant Commissioner for 
Audit and Examination. 

The FHA Comptroller will develop 


policies and procedures covering all 
phases of the settlement of Title | 
claims and the liquidation of default- 
ed Title I loans. 


Fix-Up, Paint-Up Banners 
Available at Nominal Cost 


WASHINGTON, D. C.—Colorful win- 
dow streamers, window cards, bum- 
per banners, truck banners, gummed 
postage stamps and other aids to pro- 
mote “Clean-Up, Paint-Up, Fix-Up,” 
are offered at nominal cost by Nation- 
al Clean Up-Paint Up-Fix Up Bureau, 
1500 Rhode Island Avenue, N. W., 
Washington 5, D. C. 

Also available is a 16mm color film 
showing how an actual atomic blast 
affected three houses in various stages 
of repair and paint condition. This 
12% minute film, together with a 
complete free kit telling how to organ- 
ize and promote a clean-up, paint-up 
campaign, can be secured from the 
Bureau, which has a brochure and 
order form illustrating the aids de- 
scribed above. 


Atkins Saw Opens Big, New 
Plant in Expansion Program 
GREENVILLE, MiIss.—The Atkins 
Saw Div. of Borg-Warner Corp. has 
opened a new main plant and offices 
for the manufacture of wood-cutting 
and metal-cutting saws for home and 


industry. 

The new building occupies 7/2 
acres of a 64-acre site. Opening of the 
new Greenville plant coincides with 
the opening of a new warehouse in 
Greensboro, N. C. and expansion of 
the company’s Portland, Ore. plant 
and other Atkins warehouses. 

Frank G. Fisher, president of the 
100-year-old firm, said the ultra- 
modern Greenville plant is an impor- 
tant link in Atkins’ expanded program 
in research, engineering, manufactur- 
ing, warehousing and repair service. 


Manufactured Homes Oufput 
Second Highest in History 

WASHINGTON, D. C.—Last year was 
the second highest year in total man- 
ufactured homes produced, accord- 
ing to the Home Manufacturers Assn. 
A total of 126,867 units were 
factory-built by an estimated 450 
home manufacturers. The top year 
was 1959 when 132,054 homes were 
built. 

Production last year accounted for 
13.13% of the total single family 
housing units built, according to the 
report. Ohio again ranked first in the 
number of manufactured home starts 
with 16,017 units. A total of 59 dif- 
ferent home manufacturers shipped 
into Ohio; Pennsylvania was second 
with 9,821 units and 47 manufacturers 
and Illinois third with 8,926 units also 
furnished by 47 manufacturers. 





Richard Meyer of Toledo, Ohio, 


is a happy example of what RMS can do for you. Just 
a few months ago, Dick was one of 16 men in the 
first training class of Richhermer Modernizing Systems. 
He had been in the home improvement business as a 
contractor for six years, never had sales over $5,000 
a month. RMS gave him two weeks of intensive 
training in every phase of the business—budgeting, 
pricing, cost control, design, selling, production tech- 
niques and many other subjects. 


At the conclusion of his training, Dick wrote, “The 
RMS training school has been much better than I 
had hoped for. You have shown us proven methods 
which are not only successful for you, but can be 
applied immediately in our area. I know that by using 
these methods, we will become the largest home 
modernizer in our area. This has been the best invest- 
ment of my life!” 

And Dick wasted no time in making his own pre- 
dictions come true. Just three months later—now as 
president of Richheimer-Guardian, Inc.—he opened 
Ohio’s most beautiful home modernizing showroom. 
Despite the dreariness of February weather, 6,200 in- 
terested Toledo residents came to see it in the first 
two days. Dick and his general manager, (Willson 
Brumback, also RMS-trained) took 126 leads—from 
homeowners who asked to see a Richheimer-Guardian 
salesman. And in the next week, Dick wrote eight 
times as many contracts as in any month before! 


—— 


Richheimer Modernizing Systems, Inc. 

280 Madison Avenue 

New York 16, N. Y. 

Gentlemen: 

Please send full details on your training program and other services. 

You can do the same, or better. Your market is 
just as ready for a reliable, skilled home modernizer 
as Toledo. And that’s what RMS training will make 
you in just two weeks. 

Ask Dick. Or better yet, send in the coupon at right; 
RMS will send you complete details—including the 
(entire) list of 57 men who, like Dick, can give you 
a first-hand report on the effectiveness of RMS training. 


Name. 
Company_ 


Address___ 


SS ee eS SE SE eS 
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Week-end Lu-Re-Co Clinics 
Will Cover 21 Subjects 


WASHINGTON. D. C.—Special week- 
end Lu-Re-Co clinics covering all 
phases of Lu-Re-Co operations have 
been announced by Raymon H. Har- 
rell, LDRC executive vice president. 
Both present and prospective Lu-Re- 
Co members are invited. 

The first clinic will be held in Co- 
lumbus, Ohio, May 12-14 followed by 
one in Kansas City, Mo., June 2-4. 
Dates for clinics in New England and 
the mid-south will be announced. 

Each clinic will run a total of 21 
hours. The following subjects will be 
covered: The Lu-Re-Co System; 


Plant Layouts; Lumberyard Fabrica- 
tion; Planning the Lu-Re-Co opera- 
tion; Trusses—Types and Designs; 
Organization for Lu-Re-Co Opera- 
tion; Field Erection Procedures; Open 
Room Technique; Profit Planning and 
Cost Control; Sales Management for 
Lu-Re-Co; Housing and Mortgage 
Markets; Mortgage Substitutes and 
Aids in Financing; The Economics of 
Lu-Re-Co; Standards of Financing 
and Aids in Financing; Construction 
Loans; Advertising and Promotion; 
Land Development; Research Pro- 
grams; Idea Exchange Clinic. 





Dealers Can Expect Sharper 
Competition from Ward's 


Cuicaco—Already active in home 
improvement and building materials 
sales at the consumer level, Montgom- 
ery Ward has announced a new con- 
tract and commercial sales depart- 
ment. 

This new program, which is being 
introduced in 57 of the company’s ma- 
jor stores, is aimed to service contract- 
ors, tract builders, business firms, 
public and private institutions. 

As an example of what this expand- 
ed service will mean as new competi- 
tion for the retail building materials 
dealer, Ward’s will install a single 
kitchen for a homeowner or 20 kitch- 
ens for a tract builder. 

Each of these jobs would be handled 
and supervised by a separate depart- 
ment—the homeowner job by the 
building materials department and the 
tract job by the new contract and com- 
mercial sales department. 

Operative less than a year, Ward’s 
complete packaged rooms (including 
labor and materials) have caught on 
so well, said a company spokesman, 
that advertising and store promotion 
in this field will be stepped up con- 
siderably in 1961. 


In one of the newest Ward stores, 
sales in the building materials depart- 
ment led all other 40 departments the 
first year. In a midwest city of 35,000, 
four of Ward’s “starter kitchen” ads 
drew 58 leads and $13,000 business 
within a short time. 

Packaged rooms are being pro- 
moted in 50-60 of Ward’s key cities. 
Besides kitchens, these rooms include 
bathrooms, recreation rooms and clos- 
ets. Plans are being made to offer an 
added room as a further option. 

These room packages are usually 
offered on a do-it-yourself or com- 
pletely installed basis. For example, 
the 14’ starter kitchen, including pre- 
finished birch cabinets, electric built- 
in range and oven, Formica counter- 
top. and sink, is offered installed for 
$699 or $499 do-it-yourself. 

The advertised installed price is 
minimum, and usually the sale finally 
tops out at a considerably higher fig- 
ure. Besides room packages, Ward’s 
also handles completely installed roof- 
ing, siding and insulation jobs. 

Their new contract department will 
offer special financing plans; will in- 
clude a decorator and a draftsman. 





12 Shell Housing Plans 
For Dealers Now Available 


CuHicaGO—Twelve plans designed 
especially for retail building materials 
dealers interested in the shell house 
market have been developed by Na- 
tional Plan Service in cooperation with 
the Lumber Dealers Research Council. 

The houses can be built either by 
Lu-Re-Co or conventional methods. 

Noting that dealers are expressing 
keen interest in the shell house mar- 
ket, Raymon Harrell, executive vice 
president of Lu-Re-Co, said that ex- 
panded shell home financing programs 
by Universal C. I. T. Credit Corp. and 
Allied Building Credits, Inc., have 
started dealers looking in the direction 


76 


of shell housing for the first time. 

A free sample set of the 12 designs 
is available from National Plan Serv- 
ice, Inc., 1700 West Hubbard St., 
Chicago. 





Products By Dollar Volume 
Census Planned for 1964 


WASHINGTON, D. C.—Plans are un- 
derway by the Census Bureau for a 
1963 census of dollar volume by 
product lines sold by retail building 
materials dealers and other outlets. 

The actual census will be taken 
early in 1964 on the basis of 1963 
business. Census reporting forms will 


go out to every dealer who had a 
payroll during that year. Dealers are 
required to furnish the information 
requested, but individual answers are 
kept confidential. 

Census officials are now soliciting 
suggestions from trade associations 
for questions which will be easy to 
answer, yet will provide the most 
valuable information. 

Henry Wulff, chief of the Census 
program branch, told BMM that a test 
run will be made next year to get the 
questionnaire in shape. The last time 
information was gathered on dollar 
volume by product lines was in the 
1948 Census of Business. 

While plans for the projected cen- 
sus are quite definite, the final deci- 
sion on gathering this information in 
the 1963 Census of Business will de- 
pend on the results of the pilot study. 


Michigan Distributor 
Wins Plywood Award 


DeETROIT—James J. Byrne, president 
of Byrne Plywood Co., Royal Oak, 
Mich., accepted an award recently 
honoring his firm for being the largest 
U. S. distributor in 1960 of a line of 
prefinished hardwood paneling. The 
award was made by J. B. Wiseman, 
executive vice president of Welsh Ply- 
wood Corp., Memphis, and this was 
the third straight year Byrne has won 
the award. 


New Trade Assn. Formed 


Boston—Arthur S. Tisch of Inde- 
pendent Nail and Packing Co., Bridge- 
water, Mass., was elected president of 
the newly formed Special Wire Nail 
Manufacturers of America at a meet- 
ing recently. 

Vice president of the new associa- 
tion is Charles K. Hill II of Hillwood 
Manufacturing Co., Cleveland. Indus- 
try Service Bureaus, Inc., New York, 
will serve as administrative staff of the 
new group. 


Celotex Offers More Dealer 
Home Improvement Sales Aids 

CHICcCAGO—A new 16-page quar- 
terly consumer publication titled Home 
Improvement Pictorial will be made 
available to dealers by The Celotex 
Corp. The first issue is scheduled for 
this month. 

Marvin Greenwood, Celotex vice 
president, said the editorial content of 
the new magazine will be aimed pri- 
marily toward helping dealers increase 
their big-ticket remodeling sales rather 
than promote do-it-yourself projects. 

The new magazine is part of an 
expanded Celotex program, including 
various sales aids, to help dealers take 
advantage of the profit potential in 
the home improvement business. Sales 
aids include a four-color poster titled, 
“We Offer One-Stop Home Improve- 
ment Service’; newspaper advertising 
mats; brochures on ceiling tile, hard- 
board siding and hardboard paneling. 
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MEN /n the news 


¢ E. L. Tabat, former vice president- 
marketing, Porter-Cable Co., was 
named to the same post in Rockwell 
Manufacturing Co. power tool divi- 
sion. Rockwell acquired P-C last De- 
cember. 


* J. B. Edens, Southwest Forest In- 
dustries, Inc., Phoenix, was selected as 
new president of Western Pine Assn. 
at its annual meeting. Vice presidents 
are John S. Richards, Coeur d’Alene, 
Idaho, and Kenneth R. Walker, Ather- 
ton, Calif.; R. W. Rehfeld, Phoenix, is 
new treasurer. 


* Ernest S. Woodworth was honored 
with a testimonial dinner by officials 
of Diamond National Corp.’s New 
England Lumber Division, Biddeford, 
Me., on the occasion of his scheduled 
retirement, after nearly 25 years of 
service. His retirement has been de- 
ferred for an indefinite period so the 
company may continue to benefit from 
his experience. 


¢ Howard L. Richardson was elected 
president of The Stanley Works, New 
Britain, Conn., succeeding John C. 
Cairns, president of the company 
since 1950, who was elected chairman 
of the board. 


¢ A. E. Hatcher, Hatcher Lumber Co.., 
was elected president of Oklahoma 
County Lumbermen’s Assn., Oklahoma 
City. Eugene W. Poteet, Cullen Lum- 
ber Co., is vice president; William V. 
Carey, Carey Lumber Co., is treasurer 
and Howard Jenks is secretary-man- 
ager. 


* James J. Nance, president, Central 
National Bank of Cleveland, and 
Robert L. Fairbank, a vice president 
of a Cleveland materials handling con- 
cern, were elected directors of Tow- 
motor Corp. 


¢ Charles H. Kassebart is new export 
sales manager of Millers Falls Co., 
Greenfield, Mass., succeeding Roger 
L. Bracken, who has retired to live in 
Fort Lauderdale, Fla. 


¢ John M. Crimmins succeeds retiring 
Edmund S. Ruffin, Jr. as vice presi- 
dent, general counsel and secretary of 
Koppers Co., Inc., Pittsburgh. 


¢ Harry S. Jeske succeeds the late 
E. W. Maas as president and general 
manager of Kwik-Mix Div., Koehring 
Co., Port Washington, Wis. 


* Eugene R. Katz, president of Warren 
Industries, Inc., Miami, and Cliff W. 
Pratt, general manager of Universal 
Molding Co., Lynwood, Calif., were 
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elected vice president and president, 
respectively, of the Screen Manufac- 
turers Assn. at its annual meeting in 
New Orleans. 


° M. E. “Bud” Jones has been pro- 
moted to general manager of the 
Northwest Lumber Division of Dia- 
mond National Corp. 


* Newly-elected officers of Michigan 
Retail Lumber Dealers Assn. include: 
president, Jack Moore, Schlinkert Fuel 
& Supply Co., St. Clair; first vice presi- 
dent, Peter Brouwer, Wyoming Park 
Hardware & Lumber Co., Fenton: 
treasurer, Louis A. Gotting, Wolverine 


Lumber & Supply Co., Monroe; sec- 
retary-manager, Don Moe, Lansing. 


¢ Fred G. Johnson of Weyerhaeuser 
Co. has been named to head the ad- 
vertising committee of Ponderosa Pine 
Woodwork. 


¢ L. B. Buchanan was elected execu- 
tive vice president and C. S. Caruthers 
controller of Chicago Mill & Lumber 
Co., Chicago. 


¢ Wallace Bucher was named vice 
president and director of the new mar- 
keting division of Craft Way, Inc., 
Aurora, Ill. 








New ideas to make new profits! 
BENNETT 2-WAY PANEL SAW’ 


* Give custom-cut panel service, keep buyers 
from ‘‘shopping around.” 
ba =t-1E-Talet-Mel ah Z-1al cola Meo) mm ola -Tolehadiale Ml ol-al-1E-Milalco 


“quick-sale”’ sizes. 


* Save manpower—one man cuts and handles 
panels in half the time. 














Model 483-12 shown cross-cutting Formica 


Here’s the low-cost saw you need to save time 
and money cutting ‘‘new size” panels. Cuts are 
amazingly accurate, edges true and smooth. 
Mobile, it’s used in the mill or yard. So safe, 
unskilled help can run it. No need to lift or 
turn big panels. Uses 75% less floor space than 
table saws. Many more work-saving benefits! 
Choose from several models, priced from $287. 
Now made and sold by DeWalt, Inc. 


(See eee eeenbaennciaeanbn meneame eat Sees ace nn 


DEWALT, Inc., Dept. BM-461A, Lancaster, Pa. 


[] Send me full details on Bennett Panel Saw 
OJ Send me free, 16-page DeWalt catalog 








Saw swivels instantly 
into rip operation 


A Black & Decker Svssiviany 





Address 





State 





*U.S. Patent No. 2,833,320 City 
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Building 
Miaterials 


MERCHANDISER 


FORMERLY AMERICAN LUMBERMAN 


proudly announces the 
Building Materials 
Merchandiser- 

ART HOOD 
SCHOLARSHIPS 

for Lumber and Building 
Materials Dealers for 
management training at the 
BUILDING INDUSTRIES 
MARKETING INSTITUTE 
of Purdue University 


Why Building Materials Merchandiser Established the originally and to have been able to have Art Hood direct it over 
Building Materials Merchandiser Art Hood Scholarships. the years, prouder still of being able now to organize it on a 

As editor of BUILDING MATERIALS MERCHANDISER permanent basis under the guiding arm of Purdue University 
(formerly American Lumberman), Art Hood set a new stand- and have Art Hood as its director. 
ard in business and sales management training. In that capacity, To encourage its growth and center attention on its achieve- 
he held 100 week-long management workshops for some 5,000 ments BMM has set up the ART HOOD SCHOLARSHIP 
dealers—nucleus of today’s most progressive merchandisers— COMPETITION. Two scholarships, one each semester, will be 
between 1946 and 1960. awarded by BUILDING MATERIALS MERCHANDISER. 


The success of Art Hood's work led to the rise of the building 
materials merchandiser, the lumber and building materials 
dealer who initiates, controls and increases sales and profit 1. In 500 words or less describe three merchandising or man- 
through progressive, diversified merchandising of products and agement ideas your company has learned from BUILDING 
services in light construction. MATERIALS MERCHANDISER and how your company 

Changing the name of American Lumberman to BUILDING plans to apply (or has already applied) these ideas to your 
MATERIALS MERCHANDISER was the single, most power- own operation. 
ful way we could think of to promote the emergence today of * For example, you may have read about the O'Connor Lum- 
the building materials merchandiser as a dominant force in the ber Co. in the Januray 2 issue and how they service 50 
building industry. builders through precut and panelized home packages. This 

BBM management decided last year the dealer workshop may have given you an idea to try precutting or assembling 
program had proved a worthwhile industry contribution and panels. Say so and tell how you plan to set this up for your 
should be expanded and perpetuated forever. Art Hood and company—or how you already have. 

Herbert A. Vance, publisher, agreed this could best be done %: Here’s another example: You may have read about the 
under the aegis and with the resources of a great university. Gallant Lumber Co. in the January 16 issue. In January, 
Last fall, BMM released all its dealer workshop study materials, 1959 their sales were less than $500,000 and steadily de- 
previously published in the magazine, to Purdue University to clining. Today, two years later, the firm has sales of over 
set up its Building Industries Marketing Institute, with Art $1 million annually, balanced between builder and consumer 
Hood as director. Of course, Art continues with BUILDING business. Promotion ideas they used to do this may have 
MATERIALS MERCHANDISER as consultant and contributor. given you some ideas. Write about them and how you're 
BBM is proud to have established the workshop program planning to adopt them for your own operation. 


How to Enter The Competition for an Art Hood Scholarship 
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2. Send this 500 word-or-less statement on your company’s 
letterhead, signed by a corporate executive, to: 
THE BUILDING MATERIALS MERCHANDISER 
ART HOOD SCHOLARSHIP COMPETITION 
BUILDING MATERIALS MERCHANDISER 
59 EAST MONROE STREET 
CHICAGO 3, ILLINOIS 


3. A committee of dealer and Art Hood judges will select 
the winners. 

What the Art Hood Scholarship is Worth: 

A full tuition scholarship, amounting to $350.00 for five- 
weeks of management training. 

Rules of The Competition: 

1. The awards are made to the dealer company and consist of 
a check for $350.00 and an engraved plaque, designating 
this dealership appropriately as a MASTER BUILDING 
MATERIALS MERCHANDISER. 

. The first scholarship winner will be announced in the 
August 28 issue of BUILDING MATERIALS MERCHAN- 
DISER, for the September 5 - October 7, 1961 session. The 
winner will be notified by August 7 so he can make neces- 
sary prior arrangements. 

. There are two courses the company winning must enroll for, 
although one individual may attend both sessions or one 
individual from a company may attend one session, another 
individual from the same company may attend the second. 
These courses are: 

1. GENERAL MANAGEMENT SESSION (3 Days) 
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For general management only, covering financial ad- 
ministration, operational problems and _ personnel 
administration, treating all phases of retail manage- 
ment except sales management. 
. SALES MANAGEMENT SESSION (8 Days) 

For sales managers and department managers respon- 
sible for sales production, covering everything the sales 
manager has “to know” and “to be” to produce a satis 
factory volume of profitable sales. 


. The scholarship covers tuition for both of the above sessions 


as well as full tuition for the following courses open to all 
sales personnel: 

1. Estimating session (51% days) 

2. Creative sales session (51% days) 


3. Product knowledge session (51% days) 


. A company winning may send one or two individuals to 
the general management and sales management courses, and 
either the same or different individuals to the three sales 


courses. 


. The scholarship covers all fees including texts (covering 


over 1,000 pages of lecture material), literature, working 
tools, class banquet, Certificate of Completion, cost of lecture 
sources, instruction materials, equipment, administration and 
examinations. The scholarship award does not include trans 
portation, meals or lodging. 


7. Deadline for the first Scholarship to be awarded for the 


September 5 - October 7, 1961 sessions: 
Entries must be postmarked no later than July 10 





Treen DELLE LLL EL coi 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. His ar- 
ticles appear regu- 
larly in this maga- 
zine. 


ROBBING PETER TO PAY PAUL 


Me 


a questionable debt! 

I made the sad discovery that I had taken the 
$30,000 profit I had earned from Peter Consumer 
and handed it to Paul Contractor, leaving myself 
nothing for a year’s work. 

Who got robbed? The $30,000 was money taken 
out of my pockets and handed to the contractors. 
Paul Contractor got paid all right but it wasn’t 
Peter Consumer who got robbed. It was me and 
my associates who had worked so hard all year! 


They say “confession is good for the soul.” 

Here is an excerpt from a letter written by a dealer 
who shall remain anonymous. By publishing it we may 
keep someone reading these lines from making the same 
mistakes. 

Dear Art: 


Last year my sales—within a few thousand 
dollars—were one million dollars. 


My net profit on that million dollar volume 
within a few dollars—was exactly nil! 

When I looked at the end-of-the-year result— 
and contemplated all the hard work of myself and 
my team—together with the wear and tear on 
plant and equipment I was pretty sick, I tell you. 

Both pride and a stubborn necessity made me 
sit down and dig out the reasons for the sad 
situation and lay plans to prevent the same thing 
from happening again. 

Here is what my digging came up with: 

70% of my business was highly competitive sales 
to contractors—roughly $700,000 
30% of my business was with consumers:at a nice 
margin—roughly ....................300,000 


My gross profit on the contractor business was 
13%, or a total of 91,000 
My gross profit on the consumer business was 
31%, or a total of 93,000 

My cost of doing business was 19%. 

My net profit on the consumer business was 
$30,000. 

My net loss on the contractor business was 


$28,000, and one contractor talked me out of fil- 
ing liens on $20,000 volume that now looks like 
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In reading the association reports, I notice that 
retail net profits on sales before taxes are running 
nationally in the area between 2% and 3% of 
sales 

It ain’t enough! 

It makes me wonder how many dealers are 
doing what I have been doing and being the same 
kind of a sucker for contractor price propaganda 
that I have been. 

__ Well, as far as I am concerned from now on 
it’s going to be different. I have learned my lesson 
well. 

In spite of the bitter competition (I am in the 
suburbs of a city market which has been enjoy- 
ing “?” a price war), I am deliberately raising my 
contractor prices. 

I will lose some contractor volume—but I am 
convinced that the same energy I would expend to 
get it may bring me some profitable consumer 
volume even though it is less dollarwise. 


Yours for Dealer Sales Control 


Might you have written the same letter? Would you 
have arrived at the same conclusion? Anybody joining 


him? 





IRON” 


Easy to install 
strong ... beautiful. 
A wide variety of styles 
makes Easyfit Orna- 
mental Iron the perfect 
interior or exterior dec- 
orator. Compietely ad- 
justable to assure a 
perfect fit every time. 


A special MONEY-SAVING Starter Package that inchudes Easyfit display material, sales literature, ad 
is available now. 


mats, etc., 


FOR THE MOST COMPLETE 


V) my tl Yousely failings TEL Columns 


AVAILABLE 


Gomi? 
— ALUMINUM 


Fully adjustable Alumi- 
num Railings and 
Columns provide a 
housetime of mainte- 
nance-free beauty and 
safety. Ideal for indoor 
or outdoor use. No 
painting needed. 


eeeoeeeeeenee en eeeeeeoeeod 
yo TF 


For information on the complete Easyfit line of Iron and Aluminum Rail- 
ings and Columns, plus details on the profitable Introductory Offer, write: 


* In stock for immediate delivery 


6 4 ® 
bade MANUFACTURING CO. LODI 43, OHIO 
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To 10 gallons of exterior paint 


BIG PROFITS 


The 
Taalolimeee lak 


April 24, 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching wood colors and 
white for perfect matching of 
all popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you're not handling Famo- 
wood now, get the facts today. 
Literature, prices, etc., sent im- 
mediately. 

(Distributor inquiries invited.) 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies tike 
putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 
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...add 1 gallon of © leaner | 


WATERLOX |™ 


TRANSPARENT 


Clear Sealer and Finish 


3A 


MADE FROM 
TUNG OIL 





Paint flows easier, covers better, 
and lasts longer! 


Exterior paints go on faster and adhere better when 
Waterlox Transparent is added. Use a 1:10 ratio on refinish- 
ing, 1:5 on new wood. For oil base or alkyd resin-type 
paints. Takes the place of turpentine or mineral spirits. 
Improves color retention and adds to life of finish. 


For a free 1 pint sample, attach this ad to your letterhead. 
WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 38 on Handy Cover Card 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
ullowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








SALESMAN experienced in selling Home 
Improvements and capable of setting up 
complete department for important, well- 
financed lumber yard in mid-west trading 
area of 250,000. $500.00 per month minimum 
guarantee plus good percentage. We furnish 
car or provide liberal car allowance. When 
department is organized, you will be ex- 
pected to be able to train other salesman to 
build up a real business for aggressive, high- 
ly respected company on over-ride deal. 
Submit references and snapshot. Will give 
every cooperation to man we want per- 
manently as important part of our company. 
Address Box-P-40 Building Materials Mer- 
chandiser. 





SALES REPRESENTATIVE 
WANTED 








MANUFACTURER’S REPRESENTATIVES 
CALLING ON BUILDING PRODUCT 
DISTRIBUTORS 
Baked Enamel Aluminum Rain Carrying 
Equipment offers good potential and excel- 
lent commissions for you. High quality prod- 
uct—10 colors—complete merchandising pro- 
gram including counter and wall displays. 
Special introductory offer helps you open up 
distributors. Many territories open. Crown 
Aluminum Industries Corp., 5820 Centre Ave., 

Pittsburgh 6, Pa. 





SALES REPRESENTATION 
AVAILABLE 











WANTED: Lumber and Building Material 
lines by Manufacturers Representative cov- 
ering lumber yards and distributors in Mis- 
souri and Kansas with Headquarters in 
Kansas City. Address Box P-42 Building 
Materials Merchandiser. 





Wholesale Lumberman long and wide ac- 
quaintance Rocky Mountain territory. Also 
good working knowledge all building ma- 
terials. Would like to represent an estab- 
lished manufacturer of quality product. 
Salary and Bonus. Good health and habits. 
Write for background and references. Ad- 
dress Box P-38 Building Materials Mer- 
chandiser. 





BUSINESS FOR SALE 








FOR SALE—Lumber and Builder Supply 
Yard, well established, good reputation, in 
East Central Indiana. Over 143 acres, more 
than 31,000 sqr. feet under roof. Down town 
location on main street. Population over 
200,000 in area. Ideal for Cash & Carry oper- 
ation. Spur into yard available. Owner re- 
tiring. Address Box P-20 Building Materials 
Merchandiser. 





FOR SALE 
Lumber yard in south central Wyoming. 
Large ranch and oil field trade. Planer mill 
and feed warehouse on premises. $50,000 in- 
ventory. Yard has been in operation 40 years. 
Address Box P-25 Building Materials Mer- 
chandiser. 





For Sale: Iowa Lumberyard enjoying in- 
creasing annual volumn and unusually good 
profits. Address Box P-39 Building Mate- 
rials Merchandiser. 





Wanted: Experienced lumber mill man 
capable of grinding knives, setting up and 
operating 8’ Moulder with knowledge of 
48” band Resaw operation. Excellent oppor- 
tunity for the right man in central New 
Jersey. Give references and background in 
reply. Address Box P-37 Building Materials 
Merchandiser. 





SITUATIONS WANTED 











Architectural Millwork Estimator, Detailer 
and Biller, available at once. Address Box 
P-41 Building Materials Merchandiser. 





Experienced Salesman. Building Materials 
and Lumber. Desires sales opportunity with 
Wholesaler, Manufacturer or large retail op- 
eration. Good references. Address Box P-43 
Building Materials Merchandiser. 





MACHINERY FOR SALE 





Four 3S Jay Bee Hammer Mills, 1 Centrifu- 


gal Reel, number of various size motors, 


starters, etc., fans, piping, elevators, and 
conveyors, all in good condition. 

FRANK MILLER & SONS, 
13831 S. Emerald Ave., Chicago 27, Illinois 


82 


YARD FOR SALE 
Retail Lumber, hardware and coal yard in 
Northern Kentucky. Coal conveyors to dump 
truck. Good profitable yard. Been in business 
for 40 years. Will inventory. Address Box 
P-30 Building Materials Merchandiser. 





FOR SALE 

Retail lumber yard and lumber store, in- 
cluding 2nd floor apartment, located in 
North-Central Ohio. Ample-covered lumber 
storage. Mill and equipment. Trucks. Office 
and equipment. Company is incorporated. 
Can finance, in part, desirable buyer. Write 
care of Box P-27 Building Materials Mer- 
chandiser. 








| MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 


MISCELLANEOUS FOR SALE 











Ponderosa Pine de Mexico 
Available 120 mbf 1 x 4 S4S 25/32 C & Btr 
(10%D) Soft textured Mexican Ponderosa 
Pine. Write American Representative, P. O. 
Box 88, Ft. Worth, Texas 





DEALER SERVICES 











Write for information on Two Revised 
Courses for Beginners & Advanced Students 
—(1) Basic Drawing & Light Frame Con- 
struction; (2) Basic Lumber & Millwork 
Estimating. Emphasizes “taking off’’ material 
and labor quantities. Drawing instruments, 
forms, plans, tables and estimating rule furn- 
ished. ssons submitted in weekly units, 
graded and returned with individual com- 


ment. 
PHINNEY O. LARSON 
TRAINING COURSES 

1596 Selby Ave. St. Paul 4, Minn. 





THE HOUSE DOCTOR (trademark reg.)— 
a complete home improvement merchandis- 
ing program—sells the home improvement 
market. Exclusive franchise one dealer to a 
given trade area. Consists of Mat service, 
Radio, Television, Decals, Store Banners, etc. 
etc. Office routine, departmental organiza- 
tion and complete operation explained in 
detail. No obligation . . Low cost. Accepted 
countrywide. UILT-IN DEALER SALES 
CONTROL. 

“THE HOUSE DOCTOR” SERVICE 

Al Carr—Owner 

Box 670 

Ponca City, Oklahoma 
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Business? 


Building Materials Dealer Sales Pulse 


Marketing Regions (see mop on page 74) 


Zone | Zone 2 Zone 3 
North Middle Seuth 
Atlantic Atlantic Atlantic 
Sales: March ‘61 vs. 
March ‘60 
Sales: 3 months ‘61 vs. 
3 months "60 .... 
Accounts receivable 
March 31, ‘61 vs. 
March 31, "60 ... 2 —— 6% + 1% —10% 
Inventory: March 31, '61 
vs. March 31, '60 — 2% 
Next quarter's sales 
estimate + 5% + 8% + 5% 
March weother ..... ... Mixed Mixed Fair 


—15% — 2% 
—I2% — 3% 


—10% — 5% 


New private starts hit 73,900 in February, a dip of 16% from 
the like period last year. On a seasonally adjusted annual rate 
they amounted to 1.2 million, a rise of 7% from the first 
month, but slumping 16% from February, 1960. 


Mortgage debt outstanding on 1-to-4 family properties amount- 
ed to $139 billion, according to latest figures available. Con- 


Zene 9 
Pacific 


Zone 8 
Meuntain 


Zone 7 
West Seuth 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


Zone 4 
East North 
Central 


~10% 


— 3% 
— 3% 1 5% +10% 


+10% + 5% 3 
Good Fair Mixed 


Good Mixed Good 
119.8 last month compared with 119.3 in March a year ago. 


Freight carloadings reached 468,000 in early March, a drop 
well below the 558,000 in the like 1960 period. But they are 
moving upward. 


Gross national product for the fourth quarter of 1960, at a 
seasonally adjusted annual rate, reached $504 billion. 


sumer credit on Jan. 31 totaled $55 billion. 
Personal income, seasonally adjusted, was $410 billion in 


Wholesale commodity prices, using 1947-49 as 100, held at February, up nearly 3% over the same 1960 month. 
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i's easy to prepare effective advertisements 
with ADservice mats 


¢ ADservice makes it easy to prepare effective 
lumber dealer ads. 
ADservice will cut the time it takes you to 
prepare an advertisement. 
ADservice makes it simple to prepare any 
size ad. 
ADservice offers you hundreds of top-quality 
illustrations for your ads. 
ADservice supplies professional layouts for 
your advertisements. 
ADservice gives you fresh copy for ads that 
is convincing and action-provoking. 


Simplify the job of preparing your ad- 
vertising with easy-to-use A Dservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 
ADservice ad mats. 

ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 
vertising. 

Used for years by hundreds of the 
best-known, most profitable lumber- 
yards because — 


For complete details write today for FREE 
ADservice catalog. Available only from — 


BUILDING MATERIALS MERCHANDISER 


59 EAST MONROE STREET * CHICAGO 3, ILLINOIS 
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PRODUCE A FINISHED 


— TRUSS 
SS every 2 Oseconps 


with 





Fabricate up to three trusses every 
minute! Think of it! Perk up your 
Profits with a GANG-NAILS 
franchise.* WRITE TODAY FOR 
FULL INFORMATION. 


*Only $3,475 Puts You in Business 


e NO HAND-NAILING 
© NO FLOPPING— 

One operation does it 
¢ LESS MAN-POWER 
© GREATER RIGIDITY 
© NO REJECTS 


Write Dept. BMM-4 





GANG-NAIL SALES CoO., nc. 


7525 N. W. 37th Avenue . Miami 47, Florida 
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Lake Central Airlines 
now serves 17 addi- 
tional cities on a route 
system which extends 
from Chicago to Wash- 
ington, D.C., and Balti- 
more. The next time 
you’re planning a trip, 
ask your local travel 
agent about Lake Cen- 
tral’s new service. 


LAKE 
CENTRAL 
AIRLINES 
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New Literature 


CTCL MCeA LUE ECLA ET UHL EeT UT nT eT TH TUUICHU AAAS UATE DOANE 
Time-Saving Card—See Back Cover 


Mailbox Posts and Name Signs. The Suburbia line of decora- 
tive mailbox posts and name signs is illustrated in a new 8-page 
catalog. Presented are eight different post designs and a wide 
variety of sign panels and name plates. For a copy of the 
catalog, send 15¢ to Bennett-Ireland, Inc., Dept. BMM, 83 
Exchange St., Norwich, N. Y. 

Circle No. 244 on Handy Cover Card 


Weatherstripping and Seals. A new four-page bulletin de- 
scribes in detail exactly what materials constitute Schlegel 
Woven Wool Pile, how it is manufactured and how it seals 
effectively. Illustrations show various shapes into which the 
pile is formed. Copies of the new bulletin (GB) may be ob- 
tained by writing The Schlegel Mfg. Co., Dept. BMM, 1555 
Jefferson Rd., Rochester, N. Y. 

Circle No. 245 on Handy Cover Card 


Storm and Screen Door Hardware. Full descriptions and 
photographs of Security’s complete line of storm and screen 
door hardware are contained in a new 12-page catalog. Among 
items reviewed are a hardware replacement kit, hinges, bolts, 
knobs and chains. For a copy of the catalog, write Security 
Storm Lock & Hardware Corp., Dept. BMM, 1515 Hart Place, 
Brooklyn 24. 
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Evans Tapes and Rules. An illustrated catalog features items 
presented in a new fast-turnover merchandiser, which is of- 
fered with a quantity of 37 tapes and rules or with a smaller 
selection of 24 tapes and rules. Copies of the catalog and full 
details about the display may be obtained by writing to Evans 
Rule Co., Dept. BMM, 400 Trumbull St., Elizabeth, N. J 

Circle No. 247 on Handy Cover Card 


Closet Rod. Two colorful brochures describe Grant’s new 
Golden Closet Rod. A specification sheet details ordering data 
and parts description; an envelope stuffer telis homemakers 
the full Golden Closet Rod application story. For copies of the 
literature, write Grant Pulley & Hardware Corp., Dept. BMM, 
High St., West Nyack, N. Y. 

Circle No. 248 on Handy Cover Card 


Builders’ Tools. A new 64-page catalog contains photographs 
and descriptions of over 1,000 machines and hand tools used 
by trowel tradesmen and contractors. Included are new con- 
crete finishing tools and equipment, four machines for mechan- 
ical drywall texturing, a low-cost story pole system for masons 
and a portable masonry saw. Goldblatt Tool Co., Dept. BMM, 
1910 Walnut St., Kansas City 41, Mo. 

Circle No. 249 on Handy Cover Card 


Compact Kitchens. A new brochure gives specifications and 
full descriptions of Oakland compact kitchens. Included is a 
complete listing of the convenience features of the kitchens, 
which are engineered to fit individual requirements. Versatile 
cabinetry and sink bases with Marlite panels, Formica tops in 
unlimited variation are fully detailed. Write Oakland Foundry 
Co., Dept. BMM, Belleville, Ill. 
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Kitchen Hoods. A new 8-page catalog describes all-new 
FashionLine kitchen ventilating hoods introduced by Emerson- 
Pryne Co. Sizes, finishes and features for every hood in the 
line, plus accessory items are described in detail. For a copy of 
the catalog, write Emerson-Pryne Co., Dept. BMM, 8100 Flor- 
issant, St. Louis 36. 
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Dishwasher. A new brochure shows how easy it is to install 
a new Temco dishwasher on or above a counter, below the 
sink or to recess it in a wall. Fully detailed are 11 reasons 
why Mrs. Homemaker will be sold by the new Temco dish- 
washer. Write Ling-Temco Electronics, Dept. BMM, P. O. Box 
6191, Dallas 22. 
Circle No. 252 on Handy Cover Card 


Kitchen and Bathroom Cabinets. A new 16-page catalog 
shows for the first time Standard’s new wood-grain, Pionite 
covered wood kitchen cabinet group. The cabinets are ready 
for fast, easy installation. Also included are many new bath- 
room cabinets, vanities and bathroom accessories. Standard 
Steel Cabinet Co., Dept. BMM, 3701 Milwaukee Ave., Chicago. 
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NO OTHER MOWER MANUFACTURER DARES MAKE THIS OFFER! 


LOBER TAKES THE RISK 
AND THE GUESSWORK 


OUT OF YOUR POWER MOWER BUSINESS: 


You cannot lose! 







You must make money No -aer —_— 







with Lober Power Mowers LOBER Power Mowers Read this 
LOBER GUARANTEES Sensational 
YOUR SALES! 
Guarantee 








maa OF LOSS IS ee 


plus... 


* We select the right %* We select the right prices for 
models and size for you to do you to promote in your area! 
the best business! * We will design special proven 
ads for your store to promote 
%* We select the right horsepower! Lober Mowers. 











Lober, of all 









manufacturers, 
oe 

EXPANDED in 1961! 
SSS A EES. . 
Ogg. Start making big money 
MAIL COUPON NOW | “hae evans ~ 
—_——-—-— MAIL COUPON NOW ————— er gives you Guaran- 
M. LOBER & ASSOCIATES | teed Sales. No other 
7 Central Park West, Dept. L-4-24-61.N.Y.C. 23 | manufacturer can make 


Gentle omen: VES! aR... serene sales. Please rush " this statement! 

: ND pct ckdshowsNdeceewnbsnscsssontdes 0400009060000609 | ae AND ASSOCIATES 
SE Cle enéne maida te saneeed’ bs tebe ddeei6echebsnenasohor 

| Address ve ‘pmetehentessndawce | 


| Telephone ......... tees “4 The World’s Largest Producers of Power Mowers ree Point: Richmond, Ind. 
, hipments mad ithi 
| cts. .tcihic.cheveone ieee Bt: sos MRR ca ckceton J 7 CENTRAL PARK WEST, N.Y.C. 23,N.Y. JjUdson 6-2117 7 y cosclon of win ao 5 days 


ee cc 


Circle No. 41 on Handy Cover Card 








ee 


This « 
Adver 


1 


14 15 
27 (28 
40 41 
53 54 
66 67 
79 80 
92 93 


New F 


20 


d Li 


1 202 


214 215 
227 228 
240 241 
253 254 
266 267 
279 280 
292 293 
305 306 
318 319 








Name 
Comp 


Addre 


i Thi 


Is ¢ 


Advert 


1 
14 
27 
40 
53 
66 
79 
92 


2 
15 
28 
41 
54 
67 
80 
93 


New P 


201 


d Lit 


202 


214 215 
227 228 
240 241 
253 254 
266 267 
279 280 
292 293 
305 306 
318 319 








Name 


Compe 


Addre: 


City _ 


Dealer 


This card good until August 1, 1961 


Advertised Products April 24, 1961 


ras #@8P Os 89 06H ae 
14 15 16 17 18 19 20 21 22 23 24 25 2% 
27 28 29 30 31 32 33 34 35 36 37 38 39 
40 41 42 43 44 45 46 47 48 49 50 51 52 
53 54 55 56 57 58 59 60 61 62 63 64 65 
66 67 68 69 70 71 72 73 74 75 76 77 78 
79 80 81 82 83 84 85 86 87 88 89 90 91 
92 93 94 95 96 97 98 99 100 101 102 103 104 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 
214 215 216 217 218 
227 228 229 230 231 
240 241 242 243 244 
253 254 255 256 257 
266 267 268 269 270 
279 280 281 282 283 
292 293 294 295 296 
305 306 307 308 309 
318 319 320 321 322 


Name 
Company 


Address 


City State 


Dealer __ Wholesaler 


April 24, 


6 7 4&2 3 2 e 
7? 0 212223 MS 
32 33 34 35 36 37 38 
45 46 47 48 49 50 51 
58 59 60 61 62 63 64 
vi 72 93 74 7S 76 
84 85 86 87 88 89 90 
97 98 99 100 101 102 103 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 
214 215 216 217 218 219 
227 228 229 230 231 232 
240 241 242 243 244 245 
253 254 255 256 257 258 
266 267 268 269 270 271 
279 280 281 282 283 284 
292 294 295 296 297 
305 307 308 309 310 
318 320 321 322 323 


Company 
Address 
City State 


Dealer Wholesaler 








4 — eS El Oe OO SA SoD OO Sb So Oe 4, ie on tt 2 

5 SSvSESOCEF -3328 
aR eS eSEGE 
oS Ons BH E65 GS 
= 8 O s,s“ 25 .28en 'S 
~ —- Pa oO Zs 3 
SEES cts. ee 
ZovsSSGqnoezelrve 








NATIONAL MA 


11104 First Ave. 
Circle No. 42 on Handy Cover Card 


» as 


until | set up a ZZoncl hardwar 


“1 didn’t know how important merché 











i 
{ 
i 


A NE ee et a St a ee al a ee ee 
































ay) 
— A ‘N ‘VL YYOA MIN ————— ‘A "N ‘VL YYOA MIN 
eae 6€l XO8 “Od ia: 6€l XO °O “d 
Se taaMT. 
— YISIGNVHDYIW STVINILVW ONIGTING ae: UISIGNVHDYIW STVINALVW ONICTING 
—a A@ Givd 38 11M 30VISOd — A@ Givd 38 TIM B0VvISOE 
meen a Soc 
a S®jDIS P2UF Sys UI PajioWw 4! pn 
Rom Au0ssa20N dwojs a6o\s0g oN Se RNR p tadashi pao by 
Guv> Aldiu SSINISNG 

een aemene Guv> Aldiu SSINISNG 

“TU ‘OOVDIHD ‘TU ‘OOVDIHD 

LLZ ON Alded LLZ CON Aad 

SSV1D LSuld SSV1D 1Suld 
































rchandising could be 
lware department” 


says GEORGE H. PARKER 
PARKER BROS. 
BLOOMINGTON, ILLINOIS 


With National’s new Hardware 
Department Sign Kit, you can de- 
partmentalize your standard wall 
fixture into an attractive, sales- 
producing display. Kit includes 
twelve plastic signs, mounting 
clips, layout sheet, identification 
and stock control tags, and a color- 
ful 30-in. hardware sign. Dealers 
and their customers alike can 
now easily locate each item and 
desired size of National Visual-Pac 
builders’ hardware. 


onal hardware is packaged for greater 
appeal... buy-appeal. Picto-graphic 
ns, decimal-packed for easier inven- 
control, have a “‘tell-all’’ label that 
's exactly what’s inside. The Visual- 
line offers you the broadest selection 
uilders’ hardware available anywhere 
If-service packages. Join the swing to 
onal... hardware that is packaged 
oday’s busy, merchandising-minded 
ler. Write for details on how to get 
ign kit free. 


MANUFACTURING CO. 


Sterling, Illinois 





